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All advertisements sent The Woman’s [Magazine of 
St. Louis, Mo., are accepted with the distinct and unequivocal 
Guarantee that its circulation exceeds 1,500,000 copies 
every edition, and that we voluntarily prove it to the 
advertiser’s satisfaction or run his ad absolutely free. 
That is the 


WOMAN’S MAGAZINE BASIS 


of transacting business with its advertising patrons—circula- 
tion proven—proven to the advertiser’s satisfaction or 
no pay. 

Advertising rate, $6.00 per agate line. 


Ask your advertising agent about The Woman’s Magazine. 


“Keyed Ads” 


We prefer **Keyed Ads”’ and will assume FULL 
RESPONSIBILITY for their correct combining with electro- 
types, and for their working up clearly and plainly in the 
advertisement. 

Write for our Leaflet ‘*How to Key your Ad.’’ 
It’s free for the asking. 


November Forms Close October 15. 
wortp’s Fain) THE WOMAN'S MAGAZINE 


NEXT MAY. (LARGEST CIRCULATION IN THE WORLD) 
ST. LOUIS, MO. 



































Western Representative: GEO. B. HISCHE, Hartford Building, Chicago. 
Eastern Representative: A. A. HINKLEY, Fiat Iron Building, New York. 
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TheBestSchool 


FOURTH WEEK. 


MPWENY ONE sending the amount of THREE DOLLARS 
CASH between now and December 31, 1903, may 
receive PRINTERS’ INK for the term of one year, or 

extend his present subscription for the same length of time. 

This special offer is good only during the time specified and 

No Longer. I: is made for the special purpose to enlist as 

new subscribers young men and women who are contemplat- 

ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 

instruction than any so-called course by mail for which a 

much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are‘ daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 
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BANK ADVERTISING IN 
NEW ENGLAND. 

“The special banking number of 
Printers’ INK, issued November 
12, 1902, has been instrumental in 
bringing this company new busi- 
ness aggregating $100,000 a year.” 

This was said to a PRINTERS’ 
INK reporter by M. Wineburgh, 
of M. Wineburgh & Co., 452 Fifth 
avenue, New York, a company 
controlling street car space 
throughout New England, includ- 
ing Boston. 

“That issue interested me very 
much, and gave an idea from 








which we have since developed a 


great, unworked field for street 
car advertising right in our own 
territory. We carried no financial 
publicity last fall, and none of the 
banks along our lines were adver- 
tising in a live way. We had 
never taken up the matter sys- 
tematically. Splendid results at- 
tained by banks and trust compan- 
ies in the West demonstrated that 
there was a field to be canvassed. 
ania the winter we perfected 
plans for an active campaign to be 
begun by one institution in every 
city in Massachusetts, Connecticut 


in the heart 
for ladies to 
bank account 
valuables 


Old Colon 
Trust, Company 


52 Temple Place, Boston, Mass. 





and Rhode Island. A series of 
cards was prepared at a cost of 
several thousand dollars, and our 
traveling representative spent some 


NEW YORK, SEPTEMBER 23, 1903. 


No. 13 


montns studying financial public- 
ity from the banker’s side. When 
we began laying our proposition 
before bankers in March he was 








OLD COLONY TRUST COMPANY 


Branch Office. $2 TEMPLE PLACE. BOSTON, MASS #8 





thoroughly informed on the sub- 
ject. At first we intended to ap- 
ply the plan to several banks in 
each city, but on second thought 
it seemed best to give exclusive 
privileges to one institution. We 
wished to secure in each place the 
most conservative bank or trust 
company. Tnese might be more 
difficult to win over, but they were, 
for that very reason, the ones that 
would profit most by dignified, live 
publicity. Our experience in the 
past six months shows: that not 
only the younger, liberal banker is 
an advertiser, but that the cautious 


> —) 
A BANK ACCOUNT 


i 





elderly men also recognize its 
value when properly demonstrated. 
To-day we are carrying advertis- 
ing for about forty-five institu- 
tions, and there are still other 
towns to be visited. The major- 
ity of these are the most con- 
servative banks in New England. 
Some of them date back to colon- 
ial days. 

“A man approaching a bank 
with a proposal to advertise must 
gain entrance to the directors by 
talking through a grating to the 
executive officer. If he convinces 
him, he will get to the president, 
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and if the plan is regarded favor- 
ably by that official he must appear 
before the board of directors— 
keen men, used to weighing facts 
without sentiment, with a reason- 
able skepticism as to innovations. 
It is-necessary to win not one man, 
as with another business, but from 
eight to twenty. This gives some 
idea of the arguments that are ne- 
cessary, and how well posted a 
man must be in the banking busi- 
ness to hold his audience. A pro- 
posal to a bank to advertise is met 


Your wife can be made one 


ments. 
No for consultation. 
OLD COLONY TRUST COMPANY 
Branch Gffice, $2 Temple Place, Boston, Mass 





in a negative spirit. ‘Why should 
we advertise? This bank has been 
here fifty years. Everybody knows 
where it is. When people need 
us they will come to us.” To meet 
such objections it is necessary to 
respond with incontrovertible 
facts and figures. There are 
plenty of these at the disposal of 
the advertising man who can use 
them. For example, we found 
tnat the. banks of New England 
were carrying only about fifty per 
cent ef the deposits that should 
fave come to them. You cannot 


form exact estimates of how much 





money the people in a certain city 
ought to save per capita, but rough 
estimates are possible. With 
known population and the average 
earnings per capita—or even the 
amount of currency in citculation 
per capita, whicn is about $28.50 
—it is possible to estimate a com» 
munity’s saving capacity. The re- 
sults attained by aggressive banks 
in other communities are also an 
indication. We first convinced of- 
ficers and directors that they were 
getting less business than should 
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come to their institution, and then 
our representative proceeded to 
show how advertising would ope- 





Bransh Office, $2 TEMPLE PLACE, BOSTON, MASS. 








rate to win a percentage of this 
undeveloped business. 

“A bank’s advertising is not a 
speculation, but one of the safest 
investments it can make, consid- 
ered with mortgages, commercial 
paper or securities. It pays bet- 
ter interest, while its cumulative 
force makes it increase in value 
from year to year. The second 
year’s advertising is more valu- 
able than the first. The accrued 
effect in a long term of years will 
be irresistible. Bank advertising 
is in its infancy now, and the in- 


A SAFE PLACE to keep 


ds, deeds, securities and other 
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stitution that is ahead of its com- 
petitors in beginning to accumu- 
late prestige cannot be dislodged 


from its supremacy. Bank adver- 
tising might be called bank insur- 
ance—it not only brings new busi- 
ness, but makes all accounts se- 
cure by stimulating confidence. It 
is as profitable to advertise to de- 
positors already on the books as 
to seek new business, for the con- 
fidence thus inspired is a bank’s 
best asset. Dignified advertising 
really insures a bank against loss 


Every woman should have 
a bank account. 

Special ‘attention to a 
comfort and convenien: 


of women here. 


Old Colony Trust Company 


$2 Temple Place, - ng EO 





of confidence, and perhaps against 
panic. 
“Such arguments as these were 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 1. 


Newspaper Space 
as an Investment. 


Money spent in continuous advertising in high-grade even- 
ing home dailies draws interest that is compounded daily. 


THE WASHINGTON STAR 


reaches more people in Washington than all of the other daMies there combined, 
and goes into 15,000 homes at the National Capital where no other Washing- 
ton paper is taken. PRINTERs’ INK says any man picking the best list of 
papers for advertising any given article—high-priced, low-priced or medium- 
priced—would place the STAR on that list every time. 


THE BALTIMORE NEWS 


practically the only afternoon paper in Baltimore, covers a field that three 
morning papers divide. PRINTERS’ INK gives the NEws credit for the largest 
circulation south of Philadelphia. You cannot completely cover Baltimore 
without the NEws. 


THE INDIANAPOLIS NEWS 


is the recognized advertising medium of Indiana. The News’ net circula- 
tion of over 72,000 daily is greater than that of the bona fide, home-paid cir- 
culation of all the other Indianapolis dailies combined. Indianapolis is a 
one-paper city, and the NEws is the paper. 


THE NEWARK (N. J.) NEWS 


with a circulation of over 54,000 copies daily, is all an advertiser need use to 
reach the homes of Newark and its wealthy suburbs, PRINTrRS’ INK says: 
“The NEWARK NEws covers Newark like a blanket.’”” Watch the SUNDAY 
NEWARK NEWS grow. 


THE MONTREAL STAR 


, 


“Canada’s Greatest Newspaper,” is delivered into over go per cent of the 
English homes in Montreal, which gives it a circuiation larger than that of all 
the other English dailies combined. Canada is a profitable field for the intro- 
duction of American goods—the MONTREAL STAR the medium for returns. 


THE MINNEAPOLIS JOURNAL 


‘‘The Great Daily of the Great Northwest,’’ has welcome entree into go per 
cent of the homes of the purchasing classes of Minneapolis. It is impossible 
to profitably cover Minneapolis without the use of the MINNEAPOLIS JOURNAL, 
the great family circle paper. 
For rates, particulars, etc., of these six great home dailies, address 
ae M. LEE STARKE, 
ribune Building. Tribune Building, 
NEW YORK” Mgr. General Advertising. CHICAGO, 
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minutely examined and dissected by 
the directors of these forty-five 
banks. Questions came from all 
sides at the meetings. But our plan 
was so sound that we have made five- 
year contracts with these institu- 
tions, selling them car space and 
furnishing supplementary litera- 
ture. Some are more than usually 
conservative. The Old Colony 
Trust Company, of Boston, is the 
largest financial institution in New 
England, and its stock is quoted in 
the neighborhood of $1,200 per 
share—$100 par value. This com- 
pany uses street car space in Bos- 


Old Colony Trust Company 
“i a Mass 


$2 Temple Place, 





ton. In Gloucester, Mass., an old 
fishing town, wealthy and hard- 
headed, the banks have been so 
adverse to innovation that their 
very signs have become weather- 
worn and illegible. Mr. Smith, 
president of the Gloucester Safe 
Deposit & Trust Company, is more 
than seventy years old. He list- 
ened to our plan twenty minutes 
without asking a question, and it 
seemed as though it would never 
appeal to him. But he contracted 
for space, and said, ‘I see that ad- 


the wae 










Old Colony Trust. Company | 


52 Temple Place, Boston, Mas» 








vertising applied to banking is the 
most acceptable investment a bank 
can make.’ This shows that the 
older bankers are not at all op- 
posed to advertising properly pre- 
sented. Governor Chamberlain, of 
Connecticut, is president of the 
Home National Bank, of Meriden. 
‘I have been president of this bank 
forty years,’ he said,.‘and we have 
never had to close our doors at 
twelve o'clock yet for lack of 
business. Twenty-five years ago a 
proposal to advertise our bank 


would have struck me as visionary, 
But times are changed. To-day I 
am fully alive to the necessity for 
dignified publicity.’ 

“Among other conservative in- 





6° 
— to fall back upon. 
Come and talk with us about 
opening a bank account. 


Old Colony Trust Company 
52 Temple aan. ieee 


New 


Boston, Mass. 











in 


stitutions 
have adopted our plan of street car 


England that 


advertising are: 





Lowell Trust Co., Lowell, Mass.; Se- 
curity Safe Deposit & Trust Co., Lynn, 
Mass.; Salem Safe Deposit & Has 
Co., Salem, Mass.; First National Bar 
Chelsea, Mass.; Worcester Safe Dey — 
& Trust Co., Worcester, Mass.; Na 
tional Granite Bank, Quincy, Mas 
Hampden Trust Co., Springfield, Mass. 
Fall River National Bank, Fall River, 
Mass.; Merchants’ National Bank, New 
Jedford, Mass.; Framingham National 
Sank, South Framingham, Mass.; Fi- 
delity Title & Trust Co., Stamford, 
Conn.; Farmers’ & Mechanics’ Savings 





3ank, Bridgeport, Conn.; Connecticut 
Trust & Safe Deposit Co., Hartford, 
Conn.; Thames Loan & Trust Co., Nor- 
wich, Conn.; Colonial Trust Co., Ww ater- 


bury, Conn.; South Norwalk Savings 
Bank, South Norwalk, Conn.; The Old 
National Bank, Providence, R. I.; New- 


port Trust Co., Newport, R. I. 
“After the advertising had be- 
gun in a certain town a man 


walked into the bank one day and 
deposited $16,000 in bills so 
mouldy that they were withdrawn 
from circulation. In another place 
$5,000 was deposited in bills that 
had been singed at the edges. No 
questions were asked of these de- 
positors, but it was evident that 
the advertising had convinced 
them that banks were safe. The 
banks tnemselves had failed to in- 
spire confidence. The masses do 
not understand banking, and it is 
the fault of the bankers. As soon 
as they regard their banks and 
trust companies as commercial in- 
stitutions rather than financial 
(Continued on page 8.) 
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a mE Test that Tells 
the Story. 


It is conceded that classified advertising furnishes the surest 
test of an advertising medium’s value. 

The answers from each classified advertisement, as well as the 
final disposition of cach answer, can be definitely determined. Thus 
a comparative test is an absolutely certain indication of the value of 





each medium. 

In this connection, the following figures, showing the number 
of Columns of CLASSIFIED ADVERTISING published in each 
of the CLEVELAND, Ohio, Papers during AUGUST, 1902 and 1903, 
is of much interest : 


1902 1903 Gain Loss 


Plain Dealer, 316 353% 37% 





Leader, 169% 186 163, —— 
Press, 257% 261 3% 
World, 146% 67 —— 79% 


THE PLAIN DEALER not only publishes more classified adver- 
tising than any other Cleveland newspaper, its classified advertising 
is also growing faster than that of any other Cleveland newspaper. 





Total Amount of Advertising Published in 
THE PLAIN DEALER in August: 


1902 1903 
94134 Columns. 115934 Columns. 


1903 Gain over 1902, 218 Columns. 


C. J. BILLSON, MANAGER, 
FOREIGN ADVERTISING DEPARTMENT, 
Tribune Building, Chicago. Tribune Building, New York. 


























8 PRINTERS’ INK. 


they will come to the plane of 
other businesses, and advertise. 
Advertising gives a bank individ- 
uality. In the New York Sun or 
Times appear daily the cards of 
thirty or forty banks. None 
stands out above the other. The 
bank advertised in a modern way 
stands out. You might as well 
ask the man in the street to work 
a problem in calculus as to tell 
anything about a bank’s functions. 
To advertise a bank is not merely 
business acumen, but a _ grand 
charity, just as it is charitable to 








[in vestment Securities 


bank has facilities, not al 
at the disposal of individuals, 
determining the valuc of mar! 









in making inves: ts. given without 
prejudice. our om object being to 
oblige our chents 


OLD COLONY TRUST COMPANY 


Branch Office, 52 TEMPLE PLACE, BOSTON, MASS. 


life and fire 











insurance. 


promote 
You know the uses of a safe de- 


posit box, and so do I. But the 
mass of the public doesn’t know 
that valuables can be stored for 
twenty-five cents a month. Bank- 
ers must realize what benefits their 
institutions offer to tne public, and 
tell about them. 

“After we have sold space in 
cars it is often difficult to get the 
advertiser to fill it with live cards. 
Our series of cards for the banks 
enabled us to use their space to 


The best way to pay 
checks. Its less trouble cand saves 
time. A cancelled che 


feceipt. There is no reason why 


you should not keep an account 
with us. 


Old Colony Trust Company 


52 Temple Place. Boston. Mass. 





the best advantage immediately. 
By adhering to black and white ef- 
fects we maintained dignity. A 
bank or trust company has no bar- 
gains to offer. A few broad facts 
about the different sorts of serv- 
ice must be presented until they 
are known to the whole com- 
munity. We avoided all claims of 
superiority, such as ‘This is the 
safest bank in the city,’ or ‘We 
have the largest surplus.’ The 
series simply educated the public 
to the advantages of doing busi- 
ness with a bank, ‘But won’t such 


broad advertising bring business te 
every bank in town?’ was some- 
times asked. ‘Yes—it will,’ was 


sen OLD COLONY TRUST COMPANY [ES 
Breach Office, S2 Temple Place, Boston, Mass. 














our reply, ‘but the individuality 
that the advertising bank secures 
will assure it ninety per cent of the 
business created.’ The cost of this 
advertising was a factor seldom 
considered—in fact, prices for 
space were seldom asked until ne- 
gotiations were being closed. 
Bankers will pay liberally for ad- 
vertising that really brings new de- 
posits. The cost is small. New 
deposits cover it immediately, 


while there are the by-products « 
boxes, 


advertising—safe deposit 




















Where is the money you have 
been earning all these years 
somebody else 
x you put 
own money it in the k for your- 
seit why let the other fellow save 
what you earn 


Old Colony rust, Company 


52 Temple ety 


‘ou spent it an 
met it id the bank 


“Besten, Mass 





foreign business, loans and so on. 
While we planned nothing fur- 
ther than a street car campaign, 
we were very careful to say noth- 
ing against any other legitimate 
form of publicity. 





“The first trust company was 
established in 1836, in Philadel- 
pnia. To-day there are fifty trust 


companies doing business in the 
Quaker City. None of the banks 
have been hurt by them, and all 
are making money. Where does 
this business come from? Through 
natural increase of population and 


ri 


wry) 


wealth. A new bank or trust com- 
pany must be aggressive because it 
creates new business—never takes 
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it away from older concerns to any 
appreciable extent. Every year, or 
two or five years, a growing com- 
munity needs a new bank. These 
institutions are really far behind 
the natural increase in wealth and 
population. Aggressive methods, 
coupled with intelligent, dignified 
publicity, will help them catch up. 

“PRINTERS INK was of the 
greatest value in developing this 
new field. We sent marked copies 
of the special bank number to 
bankers in our territory, receiving 
in many instances notes of thanks 
for calling ‘their attention to the 
subject of financial advertising. 
We have also sent copies of later 
issues containing articles on bank 
publicity. Out of this field has 
grown another—advertising for 
fire, life and accident insurance 
agents—wnich we are preparing to 
take up along similar lines.” 

Jas. H. Cotirns. 


Work out your own salvation— 
listen to the advice of others, de- 
termine for yourself and above all 
do things, even though you are 


liable to make mistakes. 
—___ +o 





The fact that 
Th 


Chicago Recor-Heral 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
rg pang mers over 
other Chicago news rs, 
and that the old ptm me vorad 
have found it profitable to 
increase their space in its 
columns, 











PUBLISHER 


If given the opportunity todo so, and The 
Journal Company fails to prove that the 
PAID CITY CIRCULATION ALONE 
of Tue Mitwaukege Journat is larger 
than is the TOTAL PAID CIRCULA- 
TION of either of the two other evening 
papers, and that the TOTAL PAID CIR- 
CULATION of Tue Journat is larger 
thn is THEIR ADDED TOVAL 
PAID CIRCULATIONS, The Journal 
Company will make ABSOLUTELY NO 
CHARGE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


buys space in Toe MitwaukgE JoURNAL 
he buys not only more paid circulation 
than a can possibly buy in any other 
single daily newspaper published in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
oar employ both of the other evening 
ales, 


STEPHEN B. SMITH, 


Tribune Building, New York. 
C. D. BERTOLET, 
Boyce Building, Chicago, 











GLADSTONE 


England’s Grand Old Man, once truly 
said: “Nothing except the mint can 
make money without advertising.’’ 

And to advertise and make money, the 
best medium to use in Toronto is Tus 
STar. 

Advertising in Tut Toronto Srtaris a 
safe investment — every dollar spent in 
space buying brings two dollars back. 

Tus Toronto Star has proven this so 
often that it now publishes more local ad- 
vertising than any other paper in Toronto 
—morning or evening. 

It is impossible to cover Toronto and 
suburbs and Ontario thoroughly—effec:- 
ively—without Tue Star. 

Tue Toronto Star has a sworn aver- 
age daily circulation of over 21,00co—on 
special days the issue reaches 30,000. 

The circulation of Tue Star in Toronto 
city and suburbs is, with one exception 
larger by several thousands than that o} 
—— paper. 

© returns—every copy is sold, and 
those who know will tell you Tugs STAR 
reaches the better classes. With one ex- 
ception, it is the only paper in the city 
which gives its advertisers a sworn circu- 
lation statement the first of every month. 


The Toronto Star 


Foreign Aquames Loran & Cole Special 
Agency, Tribune Building, New York 
and Chicago. 
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THE BEGINNINGS OF MAGA- 
ZINE ADVERTISING. 


It would be difficult to say when 
the first magazine advertisement 
was printed—probably in the first 
general magazine. The first notable 
contributor to a general monthly 
was Dr. Johnson, who began 
writing for the Gentleman's Maga- 
zine in 1738. Announcements of 
different sorts had been printed 
since its establishment in 1731. 
The development of English maga- 
zine advertising has been ‘nardly 
worth recounting, however. The 
beginnings of magazine advertis- 

















ing as it is known and practised 
to-day are to be traced wholly in 
the United States, where this me- 
dium has attained an importance 
unknown in other countries. Ed- 
gar Allen Poe began writing for 
the Southern Literary Messenger 
in 1835, and the first rudimentary 
American magazines date back ai- 
most to the beginning of tne nine- 
teenth century. Doubtless they 
carried sporadic advertisements 
from the earliest days. Magazine 


publicity really dates from about 
1850, when advertisements began 
to be somewhat regular, 
small in volume. 


though 
An examination 
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of old monthlies for the years 
from 1850 to 1875 reveals germs of 
things that are regarded as new 
to-day. The ten-cent monthly 





WHEELER & WILSON’S 


Medal Family Sewing Machine. 


‘The Grest Economiser of Time, and Preserver of Health, 
~—_——_————_. 


TYR witeeprmad repetation of (hie Machine Wo mmiore y 








WHEELER & WILSON, 
505 Broadway, New York. 





magazine goes back taat far, tak- 
ing shape in Holden's Dollar 
Magazine, published in New York 
as early as 1848, by Wm. H. Dietz. 
The number for March, 1850, con- 
tains sixty-four pages, “splendidly 


illustrated” with a _ half-dozen 
crude woodcuts. The advertising 
was confined to publishers’ an- 


nouncements and book notices on 
the cover, with two pages of simi- 
lar publicity at the back—the fore- 
runner of the great advertising 
sections of to-day. The most in- 
teresting is an ad of Professor 
Fowler, tne phrenologist, who af- 
terwards became well known to 
readers of advertising by the 
phrase “Know Thyself!” 

The American Whig Review for 
September, 1851, carries six pages 
of advertising besides the cover. 
A full page was given to the ad- 
vertisement of a daguerreotype gal- 
lery, part of which was devoted to 








ARS maser SP A MILLION oe: IN AMERICA. 





Vick Fo only 2 centa. 

Voom Titeereneed_ econ Tapnsine.— a8 

beet ic #1 re and Colored Plate in each num 
Ma year. Five copies for $5.00. 


able Garden, 50 cents 
pa covers; with elegant loth covers, $1.00. 

All my publications are printed in English 
Address 


and German. 
VICK, N.Y. 





suggestions regarding the dress to 
be worn when pictures were made. 
Professor Fowler has a full page. 
Aeolian Pianofortes were adver- 
(Continued on page 12.) 
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The American Newspaper 
Directory for 1903 shows 


THE 


Pirtssure Press 


to have a larger circulation 
than any other newspaper 


published ia Pittsburg. 





C. J. BILLSON, 


Manager of Foreign Advertising, 


NEW YORK AND CHICAGO. 














12 
tised, and the name sounds famil- 
iar to-day. Rubber goods, shot- 
guns, marble, Fairbanks’ scales, 
bug powder and men’s clotaing 
were also exploited. A third of a 
page was taken by a firm of law- 
yers for a dignified ad. Two pages 
were devoted to patent medicines. 
Most of the ads are marked “12 


The Knickerbocker Monthly 
Magazine, of 1852, carried ads on 
its back cover pages. In the June 
issue are full page ads for a job 
printer and a clothing store. The 
October issue shows classified ads, 


WARD'S 8. SHIRTS. 
go drawings of dierent styles of Shirts and a from 


STEELCOLLARS 


en ay 


ne comfort of linen, have been! 
ag appear aod oe pay preference 
Soy other clr, oa they are sendiiy cheapedl tn cule mnie 


ute with 
Pot ah eit 
to 
wae ; by post to apy part on 
WHOLESALE AND RETAIL. 
Aczwrs Wanrtep in every Town in the Union. 


S. W. 3. WARD, 387 Broadway, N. ¥. 
Eagle Gas Stove Works. 
Summer Cooking Stove. 
GAS the CHEAPEST 
FPUEL. 

BOIL, BROIL, ROAST, 
BAKE, TOAST, and do 
TRONING. 

Suwp ror Dascarerrve Cat- 
ALOGUE. 
T aleo manafactare 


COAL OIL STOVES 
for Cooxixe and Heatine. 








#. D. BLAKE, | 
Sole Manufacturer of the Eacuz Gas Stoves, 

474 Broadway, N.Y. 

among which are represented cloth- 
ing, shoes, soap, dentists, hard- 
ware, medical, pianos, groceries, 
music and six daguerreotypists. 
Putnam’s Monthly for February, 
1856, contained an advertising sec- 
tion of eigat pages, but these were 
all publishers’ announcements. The 
Atlantic Monthly, established in 
1857, had begun to print adver- 
tisements as early as 1860. A full 
page ad of Webster’s Dictionary, 
oer ae by G. & C. Merriam, 
Springfield, Mass., appears in the 
ae issue of that year. Macul- 
Williams & Parker, of Bos- 
ae had a half-page clothing ad, 
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as. did 
House, 


the 
of Boston. 
chines were exploited in a half- 


Franklin Printing 


Sewing ma- 










page by Wheeler & Wilson. 
“A VALUABLE DESK,” 
Wooron’s S PATENT 
Office 
Secretary. 


An orrice in itself 
Acknowledged to be 


WOOTON 


DESK COMPANY, 
rs. Indianapolis, Ind. 
Broadway ; Philedelphia 
Walnut Street. 


Designers and waves 
New York Agenc: 2 
Prin AP 424 





Brown’s Bronchial Troches, still 
advertised, were exploited in a full 
page in 1862, with a testimonial 
from Henry Ward Beecher, whose 
commendation is tacked onto many 
advertised articles of that time. A 
cover page in the same issue an- 
nounces forthcoming works of 
Geo. W. Childs, publisher, Phila- 
delphia. 

Ads began to appear in Harper’s 
Monthly about 1864. In the July 
issue of tnat year there were three 
pages of miscellaneous ads. One 
announcement with a flavor of to- 









dence, By mail, 25e © cireu' aiiliaiteen, 
J. S. Brnca & Co., 184 Lewis 8t., New York. 


SOLD 





day is an ad of gas and oil stoves. 
Some months ago a New York 
firm began making custom shirts 
by mail measurements, waich was 
regarded as a new departure. But 
the ad of S. W. H. Ward & Co., 
in this old number of Harper’s, 
shows that the idea was used dur- 
ing the Civil War. The Standard 
American Billiard Table was ad- 
vertised at the same period by 
Phelan & Collender, New York. 
Fisk & Hatcn, Wall street, adver- 
tised government bonds. The fol- 











lowing curious ad for Drake’s 
Plantation Bitters occupied a 
quarter page: 

A PROCLAMATION. 


And it came to pass in the reign of 
Abraham, whose surname was Lincoln, 
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in the eighty-and-sixth year of Inde- 
pendence, that a mighty rebellion arose 
in that land. And Abraham said unto 
Simon from the Keystone State: “Be 
thou my armor-bearer.” And Simon 
did as he was commanded, and mar- 
shalled immense hosts of young and 
valiant warriors from the East. And 
it came to pass, these two mighty arm- 
ies went forth to fight on the plains of 
Manassas. And Simon’s men, though 
valiant and brave, were smote hip and 
thigh, even so much that they hurried 
brilliantly back to lean on Abraham’s 
bosom. And many were slain, but more 
were wounded. Then there was great 
commotion throughout the land, and 
Abraham called aloud upon the wise 
men and men of skill to save the sick 
and give new strength unto the wound- 
ed. And lo! there arose in the North 


ROGERS’ STATUARY. 











“NEIGHBORING PEWS,” 
PRICE $16.00. 
‘These groups are packed, without extra charge, to an 
any part of A. 


the world, and their safe arrival is guarav 
If intended for wedding presents, they will be forwarded 


promptly as 
Lilustrated Catalogues of the Groups (and tals in 
ebonized es, See be had on application, or will be mailed 
by enclosing 10 cents to JOHN ROGERS, 
Union Square, New York. 
(aP VISITORS ARE ALWAYS WELCOME. 





one Drake, cunning in medicine, but of 
exceeding modesty. And when Abra- 
ham and the people beheld the wonder- 
ful cures whieh were wrought by Drake, 
Abraham said: “My children must not 
suffer: give me thy drink to drink, and 
I will give it a name.” And so Abra- 
ham drank, and said there was noth- 
ing like it, not even in Sangamon Coun- 
ty, and that it was bitter to the lips, 
but good for the stomach; and, because 
these were bitter times in fighting the 
masters of the plantations, it shall for- 
evermore be called Plantation Bitters; 
and so it has been. And the wonderful 
work which it has performed is wit- 
nessed at this day in every town, par- 
ish, village and hamlet, where the hab- 
its of civilization produce dyspepsia, 
where war creates accidents, and where 
climate or exposure destroys strength 
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and appetite. And he said: “Let it 
be proclaimed ogy ~ the length and 
breadth of the land, from the valleys 
and mountain-tops, that all who suffer 
from fevers, dyspepsia, weakness, loss 





Poop AT LAST.— Watches Saperseded.— The 
Dollar Time-Keeper.—A Prerecrt Geu.—Elegant- 
ly-cased in Oroide of Gold, Superior Com: Attach- 
ment, Enameled Dial, Silver and Brass Works, Glaes 
Crystal, eize of iady's watch. Will denote correct 
time, warranted rive yenrs, oe and showy care, 
entirely of metal. This is no WOOD Compass. Is 
entirely new, patented. 6500 eold in three weeks, 
Only $1 each, three for $2, in neat case, mailed free. 
‘Trade eupplied. Address the sole manufacturers 

MAGNETIC WATCH CO., Hinspauz, N. Ht. 


ENOCH MORGAN'S SONS" 
SAPOLIO 


AS 
windows, 
KNIVES, 
LISHES 


TIN WARE, 
IRON, STEEL, he, 





< 


Qepot, 211 Washington Street, New York 





of appetite, mervous headache, and 
mental despondency, will find relief 
through the Plantation Bitters. They 


add tone to the stomach and brilliancy 
to the mind, of which I, O People! am 
a living example.” And Drake did as 
he was commanded, and got him a place 
in the great city of New York, and as 
many as came in unto him were healed, 
and went on their way rejoicing. 
Waltham Watches, Gorham Sil- 
verplate, Hostetter’s Stomach Bit- 
ters, the Great American Tea 
Company, Tarrant’s Seltzer Aperi- 
ent, B. T. Babbitt’s Soap Powder, 
Lion Coffee, Seth Thomas’ Clocks 
and Coats’ Thread are rep- 
resented in the eight-page adver- 
tising section of Harper’s for Sep- 
tember, 1868. Tiffany & Co. are in 
the Atlantic Monthly for Novem- 
ber, of the same year, and tie staid 
Boston Review had adopted the 
plan of printing advertisements on 


COLUMBIA 
BICYCLES. 


The Popular Steeds for 
Business and Pleasure. 


COLUMBIA TRICYCLES 


LADIES AND GENTLEMEN. 


Send stamp for Illustrated (36 
page) Catalogue, 


BTHE POPE M’F’G CO 


697 Washington Street, 
BOSTON, MASS, 



















colored pages pasted inside the 
front cover. The forerunner of the 
Ingersoll dollar watch appeared in 
Harper’s, March, 1870, and this is- 
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sue also contains ads of Sapolio, 
Thompson, Langdon & Co.’s Glove- 
Fitting Corsets and several seed 
announcements. The magazine ad- 
vertising insert is foreshadowed in 
an eight-page paid article on the 
New York Sun, illustrated witn 
woodcuts of its publication plant. 
“Balm of 1,000 Flowers” is a tooth- 
wash that filled the public eye in 
its day. 

For some reason the numbers of 
Harper's at the end of this for- 
mative period of magazine adver- 
tising—1875—contain hardly a page 











of ing. 
Sorerrage have sre ben wilng to we and 
ways bave liked it, 


The pape Wrinoger, WITH COG-WHEELS, is 
them 








of announcements, whereas the is- 
sues for ten years before had 
printed eight times as many. Per- 
haps the panic of 1873 persuaded 
advertisers that it did not pay to 
boom business in hard times. The 
Atlantic Monthly’s advertising 
seemed to grow, however, and the 
Century, which was then Scrib- 
ner’s Monthly (established 1870), 
carried considerable advertising for 
those days. About 1875 appeared 
the ads of Rogers’ statuary, which 
fas passed, in the intervening 
quarter century, into a jest and 
byword. These absurd groups 
were taken quite seriously in their 
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day, however, and were one of the 
first novelties to be exploited in 
magazines and by means of “up- 
to-date” pictures. Macey, the 
Grand Rapids desk man, had his 
forerunner in the Wooton Desk 
Co., whose ads were prominent for 
several years about this time. 
Birch’s adjustable watch key was 
widely advertised in its day, and 
every man who is over thirty 
years of age probably remembers 
the persistent little half-inch ad. 
Columbia Bicycles appeared before 
the eighties, as did Sozodont, 
Hunyadi Janos, Epps’ and Baker’s 
Cocoa, Ferris’ Hams, Apollinaris 
Water, Royal Baking Powder, Col- 
gate’s Soaps, Mellin’s Food and 
a number of other commodities 
that are still actively exploited. 
Along with them appeared the ad- 
vertising of others that, while as 
well known in their day, are 
wholly strange to the present gen- 
eration. Perhaps it speaks well 
for advertising, nowever, that these 
are not nearly so many in number 
as the commodities that were well 
known through publicity twenty- 
five years ago and have lived to be 
far more widely known to-day. 
socnieaeateialapaniceten 

Ir your ad is good enough to 
bring people to your store, your 
goods ought to be good enough to 
bring them back again. 


ILLUSTRATED CIGAR AD. 


DOMESTIC WRAPPER—CUBAN FILLER, 





PRINTERS’ INK. 











A CHICAGO 


POSITION. 

Unquestionably the best position in 
a local newspaper for a local store is 
on the local page. [I never could 
understand why proprietors of patent 
medicines fought with merchants for 
position on local pages. Their adver- 
tisements would find just as good at- 
tention and perhaps better upon a mis- 
cellaneous page. This is a fact that 
the merchant would do well to point 


BANK AD. 
(By courtesy of the Northern Trust Co.) 


out to his newspaper manager, par- 
ticularly if his newspaper manager is 
one of those fellows who charge the 
local merchant one price for a space 
and the patent medicine advertiser an- 
other and a lower one and give the 
outsider preferred position.—Charles 
Frederick, in Michigan Tradesman. 
rr 
It takes more skill to sell goods than 
to make them.—Seth Brown. 
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The Oddity Column Fa 


‘1 HE Oddity Column is a new department 

of classified advertisements, displayed in 
manner and form as shown on the opposite 
page. The announcements will be set in 
pearl, and a line border will always distin- 
guish this department from others. The price 
under this classification is ¢hree cents per 
word, amount always to come with order and 
copy. The column will contain offers to pur- 
chase, offers for sale, offers to swap (they now 
say to exchange) and any other sort of an- 
nouncements of interest to advertisers and 
people with money or brains, or whims. The 
column is subject to the censorship of its edi- 
tor, yet should an adwriter like to marry an 
adwriting woman, his announcement to that 
effect would be as legitimate as the medium 
appropriate, and should any satisfactory match 
result from the ad, it would not be the first 
time that the Little Schoolmaster has been 
the cause of romance. 

If one considers that Printers’ Ink has as 
readers a large percentage of the most intelli- 
gent business men, who not only have whims 
and fancies but the means to satisfy them, it 
should be plain that the profitableness of this 
column will eventually rival its most interest- 
ing oddities. 

Address Copy and Remittance to 
Oddity Column Editor Printers’ Ink 


10 Spruce Street - ° . New York 
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ave somtes 


Advertisements under this Gite hen 
word. 0 approv 
copy and remittances to Rdttor OD ODDITY Coteme. 





ices. Chea) 


ooD rinting 
G 4 JOHNSTV. 


| Str 
work I ‘don't 
45 Rose St., New Yor - 


peasy issues of Printers’ Ink ; simes 6 the 
whole volumes one and t twocan 
plied by WM. JOHNSTON, 45 Rose St. bere 


ARE BOOKS on occultism, nee 
R a c anti - spiritualism, 


se, Phi detnh a list. M. 


BSERVANT young man, fami 
advertising, wants to 
delphia correspondent for Printers’ Ink. 
Salary no object. Other propositions care- 
fully considered. Address “L. F.,” care 
Printe 


WHULER 718 


| gg #2 it odd how some men will rush into 


ate prepara- 
tion and then lament that it doesn’t pay? 
My booklet, ‘ Selling More Goods,” gives an 
oe of oe methods ¢ ons by = 
C advertising. 
RD RARTLETT. Advtg, Specialist, 910-11 
pate A Tract Building, New York. 


XCHANGE.—We want to swap a hun- 
dred-dollar bil) every week for the ser- 
vices of some cs solicitor who can 
and will rs on the read. If you 
are able to furnish LI redone call one 
offering write prompt on un 
nested. ‘Address THE GEORGE ETH- 
RIDGE Cco., 8 Union Square, New a 


| ha outside my regular work, so I want a 
publisher or promoter to reproduce 
copies of the most noteworthy painting of 

the century. Not one copy has ever been 

sold. Great advertising SS réuring 


the past few months autographic letters— 
testimonials in highest terms—have toon ~in4 
ceived from such notables as 
Howells, Watterson, Whitcomb they Pal. 
Tesla, Marconi, Gibbons, Home 
ter, Roosevelt, Hay, Gleneleind. Han 
Bilt and scores more. Ri ht contract | 


Address “ CO) 
itor Printers’ Ink. 


ITE,” care 


HE MESSENGER, a leading newspaper at 
Fort Dodge, Lowa, is desirous of secur- 
ing revenue from the front pare windows, 
show cases and shelves of its fro pess 
office. E 
city of 15, Ww 
of articles incidental to printing an 
In position ty thoroughly 
ush us advertising. vi lesman 
MESSENGER could cane J outside ter- 


7 E leading advertising journal in the 

United States wants an outside man 
to solicit business on commission. From 
able young men—preferably of such who 
have experience and a g knowledge of 
the New York local field—applications 
ire desired. Good education, gentleman] 
appearance and conduct, the ability an 
willingness to learn and to execute the 
spirit of ~~ instructions, are some of 
the ms State age, 
experience and other details to A. A. A., 
Box 672, New York City. 
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CLIPPED AND PASTED. 


Summer Boarper—I thought your 
advertisement said something about 
boating? 

Farmer—Oh! yes. We have a boat 
and oars—only sometimes the creek 
dries up.—Zown and Country. 


Sportinc Eprtor—What’s the matter 
with the editor? He seems wild with 
grief. 

Compositor—Why, he read a spring 
poem thinking it was a patent medicine 
ad.—-Chicago News. 


SHe—They say the eyes are the win- 
dows of the soul, 4 believe. 

He—Yes; and when a man goes into 
a drug store and shuts a window quick- 
ly, the clerk knows just about what the 
poor soul wants.-—Yonkers Statesman. 


“TI sEE you advertise for a donkey,” 
said the man who looked as if he had 
—s for sale. 

h, yes,” said the busy man stop- 

ing his work for a minute to look u 
ut want one with four legs.”—. x. 


A CatcHInc ADVERTISEMENT—Ida— 
Gertrude inserted an advertisement that 
she would like to meet a gentleman who 
was fond of outdoor life. 

Belle—Who answered? 

Ida—Sixteen tramps.—Philadelphia 
Record. 


WeattHy Cit1zEn—But I said dis- 
tinctly in my advertisement that I want- 


ed “ a reliable colored coachman,” and 
oa are a red-faced Irishman. 
pplicant—But shure, sor, isn’t red 


as r iable a color as black?—Baltimore 
American. 


Sweet are the uses of advertisement. 
The following gem has been found in 
the pages of a prominent German paper: 

“Any person who can prove that Messrs. 

biank’s chocolate is harmful to health 
will receive a free e pe of one pound 
of the chocolate.” >." —London Tatler. 


ADAM hastened to get to get the evening pa- 


per. 
“Yes,” he exclaimed triumphantly, 
“they’ve got the whole story and even 
spelled our names right!” 
Hereupon they considered whether 
they had sufficient ———— to go upon 
the stage. — York Sun. 


“T BELIEVE,” said the man who had 
recently —, into the neighborhood, 
“that you advertise your establishment 
as a real live grocery?” 

“You have said it” replied fe grocer, 
with a_ large, open-faced smile. 

“Well,” rejoined the new customer, 
“be that as it may. I wish to state that 
the cheese I purchased here yesterday 
was about the liveliest thing I ever en- 
countered.”—Chicago News. 


Frrenp—Taking so many daily news- 
papers i8 a good deal of an expense, 
isn’t it? 


Host—Doesn’t cost a cent. 

. “You certainly are not on the free 
ist.” 

“No. I save the coupons, exchange 
them for the books, pictures and so on 
which they offer, then sell the books 
and pictures, and use the money to pay 
my subscriptions.”"—N. VY. Weekly. 
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SYSTEM. 


The advertising man must be a 
business man. His methods and 
habits must be business-like. He 
must take the business view of 
things. To be successful in man- 
aging a_ store’s advertising re- 
quires business sense far more 
than it requires conspicuous liter- 
ary ability. | 





* 


“System” is the secret of run- 
ning an advertising office easily 
and effectively. Lack of system 
fnas proved the undoing of many a 
really clever advertising man. The 
first thing for the advertising man 
to do when he begins operations 
in a new field is to take a general 
view of the situation—see what 
work lies before him. Then he 
should proceed to systematize. 

* * * 


He should have a time for lay- 
ing out his newspaper advertise- 
ments, a time for gathering in 
the items of “store news” from 
the various sections of the estab- 
lishment ; a time for preparing ad- 
vertising “copy”; a time for send- 
ing it to the. newspapers, and a 
time for reading proofs. He 
should let nothing short of the 
most wrgent exigencies turn him 
from his schedule. He should 
learn what important store events 
— openings, annual sales, etc., are 
coming, znd get ready for taem 
in good season. He should know 
when booklets, circulars, cata- 
logiies, etc., ought to come out, 
and should see to it that they are 
issued on time. 

+. +. * 


He should order newspager il- 
lustrations far enough in advance 
to give the engraver time to pro- 
duce a good job—should never be 
obliged to prt in an out-of-style 
cut because mew ones are not 
ready. He should know when 
eentracts with publishers expire. 
and have his plans concerning 
their renewal pretty well decided 
upon in advance. If he has as- 
sistants, he should know the du- 
ties of each—see that they know 
them—hold each to strict account 
for the fulfilment of his work. 
The firm’s advertising and that of 
its competitors’ should be filed 
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away systematically. Cuts should 
be arranged in a classified cut- 


cabinet. Advertising accounts 
should be accurately kept. 
* - ~ 


The advertising office is one of 
the busiest spots in a large store. 
If its work is done “hit or miss” 
as it comes in, with never a 
thought for the morrow, the ad- 
vertising man will find it neces- 
sary to spend a great many labor- 
ious nights in keeping up with his 
work, or will become hopelessly 
involved in a twisted tangle. 

*” *x * 


Work habitually done under 
pressure is likely to be just about 
half done. It’s a great deal like 
moving away hay from a horse- 
tork in a country barn. If one 
doesn’t keep up with the work, 
one is soon buried. It is better 
to be ahead of than behind the 
schedule. The man who can every 


now and then look over his 
memorandum pad and say “I am 
even with my work now,” will 


have both time and inclination to 
make himself valuable to his em- 
ployer by thinking out new plans 
tor business Promotion. 
Ait 

THE Boston Traveler, under 
the management of Mr. John H. 
Fahey, has already undergone im- 
provements which are very notice- 
able. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


In April, 1903, PRINTERS’ INK 
inaugurated a new _ department 
called A Roll of Honor. Pub- 
lished weekly in preferred posi- 
tion it lists publications that have 
furnished detailed statements to 
and secured figure ratings in the 
American Newspaper Directory. 
When a publisher has taken tais 
means of showing that he is will- 
ing to let advertisers know how 
many copies he prints, the Roll 
of Honor enables him to keep his 
publication and circulation rating 
before a large body of advertisers 
every week at nominal expense. 
Such service is to be obtained no- 
where else at any price. Another 
advantage is taat a publisher en- 
titled to representation may, by 
simply furnishing later statements, 
show just how much circulation 
his paper has gained during a cer- 
tain period. Change of copy is al- 
ways free of charge. These are 
some of the advantages of the de- 
partment. There are many others. 

$100 will be paid for the article 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the Roll 


of Honor should make use of 
the service. 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the Roll of Honor as de- 
scribed in that heading of the first page 
of the Roll of Honor published in every 
weekly issue of Printers’ INK. 


(2) It must give sane reasons why 
the Roll of Honor is a help to those pa- 
pers entitled to a place in it. 


(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article must % equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) A marked copy of the paper in 
which the article appeared must be 
mailed to the editor of Printers’ INK 
and also a clipping of the same must 
be sent under sealed letter postage 
marked Roll of Honor Contest, care 
editor of Printers’ INK. 


(6) As an acknowledgment and a 
partial payment of such service, every 


contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ INK. 


(7) Every week the editor of 
Printers’ INK will carefully weigh the 
merits of each contribution so received 
and choose from that number the one 
deemed the best submitted in that par- 
ticular week. 


(8) The article so chosen every week 
will be published in Printers’ INK, to- 
gether with the name of its author and 
the name and date of the paper in 
which it had insertion. 

(9) As a further recognition of such 
an article an additional coupon as de- 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 





(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 





(11) | Half-tone portraits of the three 
prize winners will also be published in 
the final account of this contest. 


(12) _This contest is open to every- 
body. There is no limit to the num- 
ber of articles one may submit as above 
stated, and no bar to the publications 
in which they are to be inserted. 


Every young man and woman 
interested in advertising should 
take part, and among the staffs 
of the papers already members 
of the Roll of Honor there 
are probably many bright young 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time, Strict compliance 
with these rules must be ob- 
served, otherwise entries may 
fail of recognition, 

This competition offers to ad- 
writers an opportunity to obtain 
publicity in Printers’ INK that 
money could not buy, as well as to 
have their work passed upon by 
the Little Schoolmaster and his 
pupils everywhere. Mere fine writ- 
ing may have less show than 
rugged, homely expression of 
facts. The chief point to be em- 
phasized is why a publisaer whose 
paper is entitled to a place in the 
Roll of Honor should secure rep- 
resentation therein. 

If further information is desired 
address the editor of Printers’ 
INK, 
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ROLL OF HONOR PRIZE 
COMPETITION. 


NINTH WEEK. 


In response to the contest an- 
nounced on the preceding page 
four articles were received in 
time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 
best. It was written by L. W. 
Marshall, 478 Jefferson Ave., 
Brooklyn, N. Y., and it appeared 
in the Jersey City, N. J., Evening 
Journal of August 6, 1903. In 
accordance with the rules whicn 
govern this contest, a coupon en- 
titling the holder to a paid-in-ad- 
vance subscription to PRINTERS’ 
INK, good for one year from date 
of presentation, was sent to Mr. 
Marshall when the marked copy ot 
the paper was received. Two ad- 
ditional coupons, one to Mr. Mar- 
shall and one to the advertising 
manager of the Journal, were sent 
in accordance with the terms of 
the competition, after the choice 
for the week had been made. Mr. 
Marshall’s_ effort will now be 
placed on file and it will have fur- 
ther consideration when the time 
for awarding the cash prizes ar- 
rives. The article as it appeared 
in the Journal follows here: 


The “ Evening Journal” on 
Advertisers’ Honor Roll... 


PrInTERS’ INK, published by Geo. P. 
Rowell .& Co., at 10 Spruce street, 
New York City, is the pioneer publi- 
cation for the advancement of the in- 
terests of the American advertisers. 
The paper has been published over fif- 
teen years, during which time it has 
practically revolutionized ways and 
methods in publicity. 

* * * 

Printers’ INK is now and always has 
been a leader and a champion of every 
upright method that would help an ad- 
vertiser in pushing his business through 
advertising. Printers’ INK has been 
able to do this by a number of clever 
innovations, prize competitions and 
other novel devices which have stimulat- 
ed talent to bring forward valuable ideas, 
plans and suggestions. 

One of the most recent, and, in the 
writer’s opinion, the most practical in- 
novation, is the Roll of Honor, which 
the Little Schoolmaster (a name given 
Printers’ INK by the advertisers) cre- 
ated in April, 1903. Only four months 
old, this new department has taken such 
a hold on the publishers and advertis- 
ers that it has already become a fixed, 
vaiuable and permanent institution. It 
is a department which distinguishes it- 
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self as the first department of its kind 
in existence anywhere. 
. * 


The reader may ask, What is the Roll 
of Honor and what is its advantage to 
a publisher and advertiser? My answer 
would be: The Roll of Honor is a 
classified advertisement service which 
appears weekly in a preferred position 
in Printers’ INK, 

Publications entitled to insertion 
therein must have a figure rating in 
the 1903 issue of the American News- 
paper Directory, the standard author- 
ity on all matters appertaining to news- 
paper circulation ratings of America; in 
other words, they must belong to a 
class of honest and intelligent pub- 
poe who believe in the principle of 
etting their circulation be known. 

* 


* + 

The only exception to the above 
specified qualifications are those papers 
to which the American Newspaper Di- 
rectory has accorded the Gold Marks 
(OO), a distinction which denotes su- 
perior quality of circulation. There are 
onl about eighty-seven publications 
which have this distinction, and they 
are papers, in most instances, with a 
name and a history. 

The Jersey City Journal is the only 
paper published in Jersey City en- 
titled to a place in the Roll of Honor. 
Its publishers are not only willing that 
its circulation be known, but are anx- 
ious to display to the advertisers its 
methods of doing business. 

. 7 * 


The advantage resulting to a _ pub- 
lisher of a paper that is entitled to a 
place in the Roll of Honor is direct 
and positive. 

* 

Printers’ INK is read by every gen- 
eral advertiser of not only the Ameri- 
can continent, but also of foreign lands 
as_ well. 

The Roll of Honor has their careful 
attention every week, and they turn to 
it as a simplified choice index of choice 
paners. 

This service can be had for the nomi- 
nal cost of twenty dollars and eighty 
cents for a full year, 52 insertions, and 
virtually amounts to an endorsement of 
a newspaper which it could nowhere 
else obtain in all the country, with the 
same degree of authority. - 

The Roll of Honor further permits a 
publisher to state his growing circula- 
tion for a week, a month or a quarter 
just past. This would in itself appear 
the strongest feature of the service, for 
advertisers have ever looked for such 
a plan, and publishers have ever clam- 
ored for such a chance. 

L. W. MarsHALt. 


THE QUIET KIND. 
Tommy—“Can we play at keeping a 
shop here, mamma?” 
Mamma (who has 
“Certainly, but 
quiet.” 
Tommy—“Well, we'll _ pretend 
don’t advertise.”"—Anco Special. 
—_+o+___—_. 
A Foot and his money soon parts— 
when the unscrupulous solicitor gets in 
his work.—White’s Sayings, 


a headache)— 
you must be very 


we 





oe 
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Norge.—Advertisements under this caption are accepted from publishers who, 
according to the 1903 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and da 

These are generally regarded the aa who believe that an advertiser has a right 


know what he pays his hard cash 


The black figures denote the average issue for the year indicated. The light-faced 
number in brackets denotes the page in the American Newspaper Directory which con- 
tains the details of the publication's  pneand - Noamount of money can purchase a place 


in this list for a paper not entitled to it. 


Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© ©), the so-calied gold marks, denoting 


superior excellence in quality of a 
nts per line under a YEARLY contract, $20.80 for a full 


tion, if entitled as above. cost 2 


{2 Announcements under this classifica- 


year, 19 per cent discount if paid wholly inadvance. Weekly, monthly or quarterly correc 
tions to date showing increase of circulation can be made, proves the ublisher ends 


astatement in detail, properly signed and dated, covering t 


e additional period, in accord- 


ance With the rules of the American Newspaper Directory. 


ALABAMA. 

Anniston, Evening Star. Daily oremnap for 
1902, 1,159. Weekly, p.gee ty teed (33). 
First six months, 1903, dail, 908, daily 1 guaranteed. 

irmingham, Birming! irmingham News. Daily av 
oe tore 1908 18, 488 (3 (34); first seven months 
1903, 17,898; July, 1903, 1903, 20,1 3 guaranteed. 

Birmingham, Ledger. dy. dy. Average for 1902, 
18,980 (34). Av. for Aug., 1908, 17,586, guar’t'd. 

Montgomery, por Advertiser Co. Av- 


circulation for 1902, guaranteed, daily 10,- 
$9 96 ( (QO), weekly 12,841, eSunday 14,6 25 (40) 


ARIZONA. 
Phoenix, Pevubligns. Daily average for Log 
5,820 (47). Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 


Fres Morning Republican, daily. Average 
ad 102, re 644 (67). E. Katz, z, Special Agent, N. ¥. 


kland, Tribune, daily. Average for 1902, 
nbs (75). nee ‘Publishing Company. 

n Fra , Argonaut, week xy. Ave’ 
tri ie 1050 (8i). E. Katz, Speci Agent, N. 

n Francisco, Bulletin. R.A Crothers. ae. 
on "002, daily 49,159, Sunday 47, a (80). 





San Franelaco, Call, d’y and 8’y. J. D. Spreck- 
els. Av. for 1902, dy 60,885, S’y Yep 584 (8v). 
COLORADO. 


Denver, Post, daily. Post Printing and Pu 
lishin: as Co. Average for 1902, 82,171 (97). pn 
age for August, 1903, 88,759. Gain, 6,588. 


CONNECTICUT. 
Hartford, Times, daily. W.O.Burr. Average 
for 1902, 16, 172 am). 
Meriden, Morning Recor Record and Republican 
Republ’n Pub. Co y. av. for 1902, 7,887 (112) 
New Haven. Palladium, ¢ daily. Av Sor 
1902, 5,500 (114). E. Katz, Special Agent, N. ¥. 
w Haven, Union. Av. for 1908, d’y 15.881, 
ei s "B25 (114). E. Katz, Special Agent, N. Y. 
ew London, Day, evg. Av. 1902, 5.198 (115). 
Fit siz months 1903,5,582, <Aug., 1903, 5,750. 


Norwich, Bulletin, dally. Bulletin Co., pub- 
lishers. Average for 1902, 4,659 (115). ‘Average 
first six months 1903, 4, . 


DISTRICT ter SOLTMESEA. 
Washington \v. 8 
paper Co. Average for ib0e. 1902, os 748 ry ©) = 
National Tribune, weekly. weekly. McElroy & Shoppell. 
Average for 1902, 104,599 (123). 
DELAWARE. 


Wilmington, Morning News, ow, News Pub- 
shing (eg hy Average for 1902, 9,485 (121). 


FLORIDA. 
le, M daily. A 1902, 
7018 (2). average Tele months, 7903, 8,829, 





Pensacola, Journal, daily, every morning 
cept Monday. Average for 1f for 1902, 2,441 (131). 


Tampa, Morning ‘Tribune. dail 
bune Pub. Cv. Average for ‘1902, B, 608 an 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Atlanta Journal Co., pubs. 


ILLINOIS. 


Cairo, Citizen, weekly. CitizenCo. Year en 
ng Dec., 1902, no issue ess than 1,000 asi). 


1 Soo danas 18400" ae Ga damn 
auy and weekly (163), verage 
daily issue for July, 1903, 1, — 
Chicago, American urnal, weekly. 
Actual average for 1902, Fis (67). 


Chie Baker” Helper r, monthly. R. 
Clissold” Average for 1903, 4 for 1908, 4,050 OTH. 


— — Iresdere Qaeets yo for 1902, 60,052 
y. Sanders Pu ‘or 1} 
(167). Average first 25 weeks, 1903, 66. 6,740. ‘ 


Chica, Grain Dealers Jow 
Dealers Company. Av for 1902, ¥wtry ‘O@) (75). 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, (181). 


Chie . National Harness Review, mo. Av. 
for 1902, &,291 (183). First 8 mos, 1903, 6,250. 


Chicago, New Thought, monthly, 50c. a year. 
Ella Wheeler Wilcox, editor. Average year end- 
ing January. 29,289 (183). Since January, 
1903, New Thougl ht prints over 100,000 monthly. 


Chicago. rd-Hera! verage for 1902, 
daily ionaed. “Bunday 1 tei 16 (166). 

Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (166). 


a 2 Enterprise, week No ads on pat- 
0 issue since 1895 below ,008 (188). 





ock farm,week- 





East St. Louis, Poultry Ci Cottare, mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 ‘age. Av- 
erage first six months 1903, 14,888. 


Evanston, Correct English: How to Use It, mo. 
Average for year ending (ct. Cet., 192, 9,750 (194). 


Peorta, Star, evenings anc and Santer morning. 
Actual sworn average for 1902, 28,742 (219). 


INDIANA. 
Evansville, Journal-News. Av. for 1902, d 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt.,N.¥. 


Row Cooking Club, monthly. Average for 
25,501 (247). A persistent medium, as 
A ves keep every erence. 


Munele, Star, d’y and S’y. Star Pub. Co. 
ending Feb. 1903, d’y 21,468, S’y 16, 585. Geo. 


Notre Dame, The Ave Maria, yoy eurtay 
magazine. Average for 1902, for 1902, 25,976 (262 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 
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Richmond sey: mJ Item. Sworn d io for 


1902, 8,124 me for August, 1903, 8,2 


South Bend, .Tribune. Sworn dy. av., 1902, 
4,861 (267). Sworn av. first 6 mos. 1#3, 5,584. 


IOWA. 
Arlington, News. All home-print weekly. W. 
F. Ay Average for If for 1902 1, 400 (282 283), 


Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018. 


avenport, Times. Dy. av. 1902 6,882, s.-wy. 
1, Bar (292). Dy. av. August, 1903, 8,087. 
guar. more than double of any Davenport daily. 


Des Moines, ne rm daily. Lategette 3 Youn 
publisher. Acti average for 1902, 4.019 
(298). Average for June, 1903, 81,011. 


De« Moines. Cosmopolitan Osteopath, month- 
ly. Still College. Average for 1902, 9,666 (294). 
Des Moines, News, daily. Aver. 1902, 87,118 
(298). Average for July, 1903, 42,828. 
Museatine, Journal, dy. av. 1902 8,712, s 
2,711 (315). Dy. av. ‘st 6 months 1903 4,188. 


Ottumwa, Courier. Dy. av. ’02 4,491, s. 
984 (319). ist 6 mos. 1903. dy. caailaeg — Tei. 


Sheldon, Sun, d’'y and w 
Average for 1902, d’y 486, w 


wy 2,544 ‘oa 
Shenandoah, Sentinel, tri-weekly. Sentinel 


Publishing.Co. Average for tor 1902, 8,681 (323). 





s.-wy. 


Sioux City, Journal. daily. givetine bros. 
Co. Average for 1902, 16,968 (324). Or 
000 daily gua ravteed for ‘or 4 Ranks first a ana 
best in its cide Y feid in the Northwest. 
RAROae. 


Atehison, Globe. daily. W. Howe. (334). 
Offers to prove 5,200 daily RR a Sor 1903, 
or receipt any advertising bill. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1902, 1902, 195,809 (343). 
durin 
‘atz, NY 


Hutchinson, News, d’y an¢ d@’yand w’y. W’ 
1902, no issue less than 1,920 (346). E. 
ska, Western School ye ery educational 
2). 


on ly. Average for 1902. = 6 (36! 
fehita, Po eh d’y and w’y. Av. 1902, d’y 16,- 
781. w’y 6,67 f th, N. ¥. & Chicago. 


KENTUCKY. 
Cloverport, Breckenrid ty as nl: J. 
D. oe —— for fooe, 2, 

ington, der. Av. for om, a’y 2.388, 
aw 2,808, S’y Loos (373). E. Katz, 8. A.,N.¥ 
Podecch, Sun, daily. Sun Publishirg Co. Av- 
he for year ending June, 1902, 1,704 (378). 
average for July, 1903, 2,114: 


LOUISIANA. 
New Orleans, Louisiana Fjanter and on r 
Mfr, wy. In 1902 no issue less than 8,000 (38 
a Southern Buck, official oven of Elkdom 
Louisiana and Mississippi. Av. 02, 2,866 (388). 
MAINE. 
Augusta, Kennebec Journal, on = w’y. 
Average d’y, 1902, 4,719, w’y 2,188 (391 


r, Commercial. Average for 1902, daily 
zblees weekly 29,012 (392). 


Lewiston. ig, Brentng Journal, daily. Average 
for 1902, 6,640 (@@), weekly 15,255 (© ©) (395) 


Phillips, Maine Woods, we weeks. J. W. Brack- 
ett. Average for 1902, 5,416 (397) 


Portland, Evening xpress. Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 





MARYLAND. 
Baltimore, News, daily. Ercning Kews Pub- 
lishing Co. Average 1 41, 588 (402 


MASSACHUSETTS. 
Boston, Evening Transcript (O@®) (412) Boston's 
tea table paper. Largest amon amount of week-day adc. 


Boston, Globe, average for 1902 

Daiy, 196, 579; eg 3764 296 (412-413). 

First 6 mos. 1903, dy. 195,747, Sy. 296,229. 
rgest ctreulation’ in New land. 

‘Adearbiomnente go in morning and afternoon 


Cir. | editions for one price. 


Boston Pilot, every Saturday. Roman Catho- 
lic. Jas. Jeffrey Roche, editor. (©@) 

ho daily. Average for 1902,174,178 (413). 
Largest p.m. or a.m. sale in New England. 

Danvers, Red Men’s Official Journal, monthly. 
Andrew H. on, pub. Average 1902, 2,750 
(425). Only official paper for 350,000 members. 

East Northfield, Record of Christian Work, 
mo. Av.for yr. end’g March March, 1903, 20,541 (425), 


Lawrence, Telegram, dail daily. thy. Pub- 
lishing Co. Average for 1902, %G,701 
Salem, Little Folks, mo., he 8. BE. 


go Average for 1902, 75,250 (434). 

Springfield, Good Housekeeping, nm 
for Moon. 108,666 (436). For year end. A are: 
1903, 119,000: Au advertisements guaranteed. 


reester, Evening Post, Post, daily. Worcester 
Average tor 1902, 10,55 (439). 


MICHIGAN. 
Adrian, ay = W.Grandon. Av. for 
1902, = 27ZO (440). frat @n 6 mths. in 1903, 8,588. 
roit, Free a ress. ess. Average for 1902, daily 
aus robe, Sunday 51,260 (450). 
Detroit, Times, ooty _ Times Co. 
erage for 1902, 27,657 (4 


Grand Rapid re Press, dy. Ave 
for 1902, 88,216 (456). First 8 mos., 1903, 86,18 
Grand Rapids, Herald. daily 7 
Average for =, 20.166 


Wo 
Post Co. 





Av- 


4g cents per 


00, 
this year, 20,968. 7 re rate, 
creased January, 1904. 


agate line now—will be in 
Kalamazoo, Telegraph. Actual average for 
1902, daily 7,408, pone weekly 7,579 (462). 


‘inaw, Evening News, r- Average or 
as 848 (473). Aug., 1903, daily 11,406. 


MINNESOTA. 
Minneapolis, Farmers’ Tribune, twice-a-w 
W.J. Murphy, pub. Av. for 1902, 74,714 a 
tat merapeo, Journal, dail Journal] Print- 
ng Co. For 1902, 54,628 (49% 28 (495 
Minneapolis, N. W. A W. Agriculturist, 8.-mo. Feb., 
03, 78,168 (498). 75, guar’d. 35c. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska yr yA Posten, 
weekly. Average for 1902, rye 
Minncapelis Tribune. Ban 
Average for. 1902, _ asf "oa,st3 8) a 
d yy 56,850. Six months to 
Daily 71,659, puodes 60, 6ou. “Est, 1867, 
The only Minneapolis daily listed in the Amert 
can a tha 


the jamie 1 
ject to a cash guarantee by the 
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apolis, Western Progress, m a Sevates 
tcoultetern interests. Av. for 1902, 10,000 (500). | 


St. Paul, Dispatch, dy, Aver. 1902, 49,052 


(005) Present aver. 58,181. ST. PAUL'S LEA 
i NG NEWSPAPER. 

St. Paul, News, dy. Aver. 1902, 80,619 (605). 
First 6 mos. 1903, aver. 88,787. 


St. Paul, Pioneer-Press. Daily average for 
1902 84, 151, Sunday 80,986 (506). 


i a, Republican and Herald, Lg Aver- 
m.. 1902, 8,202 (512). Av. past 6 months, 4,007. 


MISSOURI. 
rthage, Press. Daily average for 1902, 
1 Pith weekly 2,880 (530). W. J. Sewall, pub. 
Joplin, Globe, daily. Average t a mane, 9,414 
(uy. E. Katz, Special Agent, N ” 


Kansas City, Journal, d'y and w’y. Average 
for 1902, daily 36,876, week weekly 161,109 ea 


City, Week! Smgioutent Trade J'rn 
an ane "02, 3: 187 ro Sart Av. & mos. ’03, > a08. 


Kansas City, World, dail ay Aver, 1902, 62,- 
978 (542). First 6 mos. 1903, 61,68 


Mexico, American Farm and 
and hortic.,mo. Actual ate For 1908 19 
(549). Actual aver. May, June, June, July, 1903, ister 


&t. Joseph, Medical Herald, month'y. ” oes 
Herald Co, Average for 1902, "T, 475 ( 


&t. Joseph, 300 8. 7th St,. Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28,287 (557). Rate téc. 
per line. Circulation on 80,000 copies pares d. 


8t. Loul Medical Brief, n Brief,mo. J. J. rence, 
-M.,M.D., ed. and pub. Av. for 1902, 83, ts (563). 


St. Louis, The Woman’s M: ne, monthly. 
Women and home. Jewis Pub.Co. Proven aver- 





age for 192, 908,888. Actual wen av e 
for first 9 mos. in 1903, 1,115,760. Comme ng 
wr oe 1903, query copus 


issue guaranteed to excee 

jes—full cou circula 

- 506, 060 copise {ull com in the rei 
MONTANA. 


Anaconda, Standard. Daily average for 
11,204 (572). MONTANA'S B. GT NEWSPAPER. 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for 1902, 10,101 (573). 

Pe mogend Dn ening. Record Publishing 

Co. yay b02, 7,974 (574). Average Jan- 
wary ro to May siete 1903, 10,209. . 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, week] 
(590). Av. for year end. end. April 30, 1903, 144,5: 
Lincoln, Freie Presse, we weekly -, Average 
year ending April 30, 1903, 144,55. 


maha, Den Danske Pioneer. wy. aa F. 
Noble Pub. Co, Average for 1902, 28,47 (694). 


Omaha, News, daily. Aver. for 1902, 82,777 
(941). First 6 mos, 1903, aver. 89,068. 


NEW HAMPSHIRE. 
M anchestes, a, , aan. Herb. N. Davison. 
Average for 1 
Leith > Boort N. Y. Rep., 50 Nassau St. 


NEW JERSEY. 
Flizabeth, Eventing | Times. Sworn aver. 1902, 
8,885 (616). 6 mos. 1903, 4,288. 
Elmer, Times, weekly. 8. P. Foster. Average 
for 1902, 2,085, 61 (616). 


Jersey City, Evening Journal, dy. Average 
for 1908, 17,5 2 (619) ist 6 mos. 1903, 18,107 


Jersey City, Sunshine, mo. J. W. Floridy. 
Aver. for year ending Jan., 1903, 84,500 (426). 














Newmarket, Advertisers’ Guide,mo. Stanley 
| Day, publisher. Average for for 1902, 5,041 (623). 


Plainfield, Daily Press. A. L. Force, publish- 
er. Actual average for 1902 2,582 (625)... 


NEW sone. 
Alban ae Journal, evening. Co, Av- 
erage | 16,109 (634); (654); present, rn eoT. 


Albany, Times-Union, ev eveni Estab]. 
1856. Average for 1902, ye, 25,204 (635). 


a gunten, Evening Herald, daily. Ev: 
erald Co Average for 1902, 10,891 %6s8). 


Buffalo, Courier, morning ; Enquirer, even- 
ing. W. J. Conners. Average for 1902, morn- 
ing 48,818, evening 80,4¢ 80,401 (641). 


Corning, Evening Leader, daily. Asernge for 
1902, 4,064 (647), First half 190s, $825. 


Guaranteed by @ Star. Av. for be ee. 
uaran he Stuart, WF. ames nvesti; 
‘uart. Y. Rep., 150 Nassau St. 


Ithac raat daily. ith Ithaca Publishing Co. 


Average for 1902, 8,1 658). Av. for June, 1903, 
4,208. Leithd } a +3 Y. Kep., 150 Nassau St. 
Nowtuegh, News, - of. Av. for 1902. 4,257 (666). 
Guarant by affidavi personal investigation. 
New York = 

American Machinist, w rw 
(Also European ed.) Av. 1 eTiY ‘Oo on (O10), 

Amerikanische Schweizer J Zeitung, ig FN 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 (671) 

Automobile Magazine, monthly. Automobile 

Average for 1902. 8,750 (686). 

Baker’s Review, monthl ¥; -. ay ry Co., 
publishers. Average for 1902. 88 (686). Arer- 
age for first six months end. iy 31, 1908, —~ 

Benziger’s Magazine, fam 9 | monthly. Ben- 
siger Bros. Average for 190 for 1902. 8.479 (686). 

Caterer, monthly. Caterer - Co. (Hotels, 
Clubs, and h-class Rest.). Average for year 
ending with August, 1902, t, 1902, 5, 888 (687). 

Cheerful Moments, month a. Geo. W. Willis 
Publishing Co. — for 1902, 208,888 (687). 

Clipper. weekly. ~ Frank Queen een Pub. Co., Ltd 
Average for 1902, 26, Sat (OO) (673). 

Delineator, fashion mo. Deere Pub. Co., 
Ltd. Est. 1872. Av. 1902, 721,909 (688). Act. ar. 
cire'n for 6 months ending Ju aad 1903, 876,987. 

Electrical Review, weekly, ical Review 
Pub. Co. . Average for 1902, 6 ry (© ©) (674). 

Engineering and octining Journal, weekly. 
Est. 1866. Average 1902, 10,009, (© ©) (674). 

Forward, daily. Forward Association. Aver- 
age for 1902, 81,709 (667). 

Hardware, semi-monthly. A for 1902, 
8,802 (683); first half 1903, ‘362 

Morning Telegraph, daily. Dai = h 
Co., pubs.” Average ‘or 1902, 28,228 bes 0s = 

Music Trade Review, yt ate fo “ week- 
ly. Aver. for 1902, 5.452 (677 

Pharmaceutical Era, weekly, tide D.O. 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 

am List of Railroad Offi os, Railr’ds 

&Transp. Av. 02, 17,696 18,606 (108); av. 17,992. 


Police Chronicle, - weekly. Police Chronicle 
Pub. Co. Average for 1902, 8,650 (679). 


Printers’ _ wae. A journal) for 4 











ors. $5.00 per P. Rowell & Co 
1888. rep Nor | 1902, 18.98 18.987 a 
Railroa d Gazette, railroad railroad and engineeri: 
weekly. 83 Fulton street. Est, 1856 AS) (680), 
The Central Station, monthly. Cushing 


Jr. Av. for year ending May, Hhoe, 8, 488 torr) 
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The Iron Age, weekly, ee a @® 
— more than a 
“ug 


ication in "in the Ravddion ae aon ei | 
an trades. 


Printers’ Ink awarded a sterlin nah Sugar 
Bowl to the Iron — by ate as follows 


warded Noven 
A Printers? Ink, vine “Little 
‘ hoolmaster in the Art of 
= ws oeortioten to The fron A Age, 
“ that pa: paper, C4 a@ canvass- 


on oe, daily. Average for bom 10, 645 
E. Katz, Special Agent, New York 
yoke for year 


oe ay, Be tame issue 

end. Feb., res FEbO Oe av r 

end. July,’ "03, Ser le a, 150 ion xy 
Philadelphia, American Medicine, wy. 

for 1902, 19 Bez (865). Av. Mi Av, March, 1903, ieset” 
ce_biladelphia, Camera, ™ Frank V. 

8. Average for 1902, for ib02, 6 Cz ‘(671). 








“ing of mer - ver 
Ae. +4 ten months, hav- 

“ ing been he one trade paper in =» a 

“ United States of America that, taken all in ali 

“ renders its constituency t the | best service and beat 

“‘ serves its purpose as a 


with Topeo! ified class.” 
» e New York Times, Sons. Adolph 8. Ochs, 
\e isher, 1902 A (© @) (669). 
er, Case and Comment, mo. Law. Av. 
for ay 30.000 (715) ; 4 year — average, $0,186, 


Schonestesy, Gazette. y. A. N. Liecty. 
Average for 1902, 9,097 aio. Average for the 
month of July, 1903, 12,864 

Utiea, National Electrical Contractor, mo 
Average for 1902, 2,292 (723). 

Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 

Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,468 (7%). 


Whitehall, Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 
LESTE ee Pe Mea 
NORTH DAKOTA. 
Grand Forka, Normanden, week! 
den Pub. Co, Average for 19 1902, 4,869 (744). 


Herald, dy. Av. for 02, 4,759 (744). For 

July, 03, 5,225. La Coste & Maxwell, N. 
OHIO. 

A@habete, Amerikan Sanomat, w’y. Aug. Ed- 
wards. Average for 1902, rT 1902, 8,558 @ 762). 


Established =. Daily 
Beckwith, New York. 


Norman- 


rn. end. 
. Rep. 


Cineinnati, Enquirer. 
(© ©), Sunday (@ ©) (761). B 
Cincinnati, Ph hi 
Phonog. Institute Co. Av. le ean to 107 (64). 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for * 1902, 2,5) 2,584 (765). 


Cinstanatt, Times-Star, dy dy. Pee Times- 
Star Pub. Co. Act. aver. Yor 902, 148,018 (761). 
Act. aan Sor first six months 1908, 147,601, 


Columbus, Press, daily, 
Printing Co. Actual av. for av. 


Columbus, Sales 
publisher. Average 





democratic. Press 
lor 1902, 24,989 (770), 


Aa ee . E. L. Moon, 


(771). 
Dayton, News, daily. News Publishing Co. 
Average for 1902, 16,520 (773). 
br cen neg te 
Guthrie, Oklahoma State Ca) 
Average for 1902, dy. 18806. = ~* 
OREGON. 
Portland, Pacific Miner, semi-mo. 
ending Sept., 1902, 8,808; firs first 8 mos. 1903, 


oe 1 Washington Ad 
vas navn Reg pubs. nei for 1908, S040 On (825), 
PRNESTLVANEA. 


Bellefonte, Centre Democrat, wy. fo 
1902, 8,850 G8). First sla months iis, BGO 


nt. ‘Agent, month! 


and wy. 
2 (813). 


wetted 





Philadelphia, Farm Jour Joureel, 5 ee 5 
mer Atkinson Com ny, publish 
for 1902, 528,127 ( ‘Printers’ Tn ke 
the seventh sugar Bowl to Far Farm Journal with this 


- naearded June 25th, 1902, 


Wil- 





“ Printers’ Ink, ‘The Litt 
“ Schoolmaster’ in the Art of 
“ Advertising, to the Farm 
* Journal. After a canvassing 
od y “of —_— extending over $ 
a of half a r, that . among a 
howe published in the United States 
« promot cod the | one that best serves its pu 
pn Ta Spent ang w Je or the agricuitu. 
i” popul ion, and as an ve and econom 
“eal , Genting with thom, 





“ through its adoorticing ooh columns.” 


Philadelphia, Public Led ies er, daily. Adolph 
8. Ochs, publisher. OO) 


wry iagelphte, Reformed | Church Messenger, 
'y. 1306 Arch st. Average 1 for 1902, 8,574 (868). 


Philadelphia, ferey fabs School Times, te. 
Average for 1902, 1 869). Average to Ji 
4, 1903, 108,057. Relieions Press Asso., Phila. 


Fatadeiphia, | The Socnte 
Bulletin, d. ex.8. Average for | 
sworn, 130,460 (864) copies # daily, 


net A Sor siz 

yt 1903, sworn te t, 

141,196 8’ per day, net paid. 

B n’s circulation res 

are net, all ed, unsold, re- 

turned and ng deducted. No other 

Philadelphia posepa tes or apne its net 
Sigu cms tha any other med ‘o more Phi 

ium. Ithas by 


largest city cnulleaion in 


iladel; 

IN Pi TLADELPHIA peaRty EVERYBODY 
READS THE BULLE’ 

Pittebu 
67,842 (875). 

————— 

Pittaburg, stent, d’y and Sun. Aver. d’y 

1902, 60,229 (876). Sworn statem’t on application. 


Pittsburg, Times, daily. Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). 


Weat Chester, Local News, daily. 
Hodgson. Average for 1902, for 1902, 15,086 hoo,” 


York, Dispatch, d daily, gbispatch Publishing 
verage f 


Co. Average for 1902, 
May, 1903, 8,872 
RHODE ISLAND. 
Providence, Daily Journal, 15.975 66 ) (896), 
Sunday 18,281 (@©). Evening Bul wy 
581, average 1902, Wikensodewaal Gor , pubs 


SOUTH CAROLINA. 
Ave rege for 1908, BEET (O01) Doty See he 
My or q 
he first five months of 1903, 6,800 coptes. = 


SOUTH DAKOTA. 
afer Atha uly atere Tato 
(918). Sworn average fi for Angee, 1008, O48 . 
TENNESSEE. 


Gallatin, Sout weskiy Bowe. In 1902 no issue 
less than 1,850 (923). iret 6 mos. 1903, 1,425, 


ey Aver., 1902, 
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A Roll of —— 











Knoxville, Sentinel, daily. Av 1902, | WISCONSIN. 
7,701 (925). Average si months 1903,9,210. | Mattess, Amaia, WN fa 
Memphis, “Avera, i, daly Si lee's qd lishing Co, Average for 1902, 496 (1026). 
and wee Ave: y ~ - 
Milwaukee, Rvening Wisconsin, daily. Fvg. 
day 84,010, weekly 74,018 iy F018 Wisconsin Co. Av. for 192, 20,748 (@ ond). 
Nashville. Banner, daily. eae. vi niki ending | 
Feb., 1903, 16,0 Av. for June, /93,19,-| Milwaukee, Journal Foy, Journal Co., ore 
556. Only Nashoille d'y eligi to Roll of Honor. Av. end, Feb., 1903, 29,425 (1029). July, 84,114. 


Nashville, Christian Advo Advocate, ST Gen), Bigham | Oshkosh, Northwestern, daily. Av. for 1902, 
& Smith. Average for 1902, 14,24 5,902 (1036). First 4mos 1903, ,270. 
TEXAS. Raeine, Journal, dai'y. Journal Printing Co. 


Dallas, Retail Grocerand Butcher, mo. Julian Average siz months to July #. rs —s 
Capers, publisher. Average for 1902, 1,000 (944). Wisconsin Agricuiturist, w’y. Av. for —— 
wow. Denton Co. Record and Corosicle, 27.515 (1039). For yr. dg. J edg. July 31, 1903, 80,200 


Edwards. Av. for 1902, 2,744 (95). | wWaupaca, Post, weekly. Post Pubihhing Oo. 
EI Paso. Herald. dally, |, Average for he Average for 1902, 2,588 (1044). 
Seen. navonate ee wi ae 2p clap agp | BRITISH COLUMBIA. 
sonnesy ‘ocate, , ?| Vancouver, Province, da W. C. Nichol, 
no issue less than 1,150 (959) ; May, 1903, 1,257. publisher. Average for 1902 Dost (2051). 
VERMONT. | Vietoria, Colonist, daily, Colonist P. & P. Co. 
arre, Times, daily. F. E. Langley. Aver. 1902, | *VeF*6® for 1902, 8,574 (1061), 
2,be4 (974). First months 1903 2,588. MANITOBA, CAN. 
| Winnipeg, Der Nordwesten, German wont: 
VIRGINIA. Average For 1908, 8,161. ist 9'mos., 1903, 9,1 


Norfolk, Dispatch, daily. Daily average for 
1902, 5,098 (985). Aug., 1903, 8,49: Winsioeg, Sree ly and weekly. A v- 
erage for 1902, daily iy ab sai. week! 10,674 
WASHINGTON. (1054). Daily, first six months 1903, 17, 


Spokane, Saturday Spectator, weekly. Frank | 
Srna icaat™ P| NOVA SCOTIA. CAN. 
Tacoma, Daily News, dy. Daily News Pub.Co. | combined aver so or use ‘ 
Av. 1902, 18,659 (1, a aturday issue 18,008, | OMPined average for 1902, 12,881 (1080) 
Tacoma, Led . av. 1902, 10,986; sy.,| ONTARIO, CAN. 
14,1957 wy Pat (i ts, rr 7 mos. A500. Toro Canadian Im Domnmh and Vebicle 
‘ 00; 
S.C. Beckwith, casing! Bd Ye» 5S NY re | Trade.’ A Average for 1902, 5,250 (1087). 








Chicago. | ‘Torente, Star, daily. Average for 1902, 14,- 
WEST VIRGINIA. 161 (1084). First six months 1903, 20,096. 
Parkersburg, Sentinel, daily. R.G. Hornor, eyes CAN. 


ub. Ave 1902, 2,804 (1009). 

P rage for 1902, 2,804 ( Montreal. Star, dy. & wy. Graham &Co. Ay. 
Wheeling, News, ay and S’y. News Pub. Co. | for’02, dy, 55,079, wy. 121. 418 (1093). Six mos. 

Average for 1902, d’y $,026, 8 Sy 8,805 (1011). end. May 3/, 03, dy. av. 55,147, wy. 122,157. 


aR No Amount of Money 
a can buy a place in this 


Me list for a paper 
BF not having the 


FF requisite qualification. 
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copy. Subscription price, five dollars a year, in 

vance. Six dollars a hundred. No back 
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Being printed from plates, it is always pos- 

sible to issue a new canna nt five hundred cop- 

ies for z - ora 


su bed in his name. Eve: r is sto 
at the expiration of the time Daid for. weet 
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Every advertising man needs a 
small working library. 


* * * 


While a display of book-learn- 
ing in advertising is foolish pe- 
dantry, the advertising man should 
know how to use books, and what 
books to use to improve his work. 
While the advertising man should 
be capable of writing strong, vig- 
orous English, and have a wide 
general knowledge, he is not sup- 
posed to be a walking encyclo- 
j<dia. Books of reference are bet- 
ter carried on a book snelf than in 
one’s head. Certain reference 
books are of so general a scope, 
and of such daily use, that they 
should be in every adman’s Office. 
Many other books might well be 
kept for study and reference. As 
to technical works, dealing with 
tne business which is giving pub- 
licity, the individual adwriter must 
select those to fit his own needs. 

Here is a brief list of books that 
every advertiser should have ac- 
cess to: 

1. Printers’ INK, every week. 

2. A good dictionary—Webster’s un- 
abridged, Worcester’s, Standard, or 
the Century. 


3. A 
such as 


ood dictionary of synonyms, 
oule’s or Roget’s Thesaurus. 





4. Type books of the leading type 
founders, such as the Inland Type 
foundry, Barnhart Bros. & Spindler, 
and the American Type Founders Co. 
These will be sent free in response to 
request written on business station- 
ery. 

5- A good English grammar. 


6. Scrap books, containing your 
own and competitors’ advertising. 
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7. A current copy of the American 

Newspaper Directory. 

8. A copy of the United States pos- 
tal regulations. 

Here is another list of books 
that cannot fail to prove helpful in 
an advertising office: 

1. A good encyclopedia—The Bri- 
tannica or some other work of merit. 

2. De Vinne’s Practice of Typog- 
raphy, or some other good book on 
printing. 

3. Some good work on illustration 
and engraving. 

4. A good dictionary of quotations 

—Barlett’s will do. 

5. A French-English dictionary. 

6. Bechtel’s Slips of Speech. 

7. A good handbook on punctuation. 

8. Fowler’s Publicity. 

9. Handy volume edition of Shakes- 
peare. 

10. The Bible. 

A worp with you, Mr. Merchant 
—“Advertise !” 











WHEN things go wrong in a 
business organization, investigate 
at the top. 


NEveR withhold just recognition 
of merit in a junior employee—yet 
feed praise in small doses. 





_ THE road to success is lined with 
imitators wao are forced to make 
way for those who create. 


SeEveRE discipline in an office 
will never be resented by loyal co- 
workers—if tempered with jus- 
tice. 





SOREHEADS are worse then loaf- 
ers—get rid of both, even if you 
have to suspend business for a 
week or two. 





THE practice of “pumping” is 
obsolete. Be posted and to date 
yourself, thus saving self-respect. 
This doesn’t mean that eliciting 
points shouldn’t be thought of as 
a legitimate practice. 


BE your own self—always. Thus, 
you find out quickest whether you 
amount to anything or not—if you 
don’t otfiers will. To be one’s 
self is a high degree of honesty. 
Bluff is the meanest sort of as- 
sumption and it always comes to 
grief. 
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Ir will be noticed by a 
perusal of the head of the 
editorial page that the manag- 
ing editor of Printers’ INK 
now also performs the func- 
tions of business manager of 
the paper. All communications 
and remittances should be di- 
rected accordingly. 














THE blind reading notice form 
of advertisement has practically 
passed out of existence in this 
country, and is now so seldom used 
that this specimen from an Eng- 
lish paper has a certain value as a 
curiosity : 

WHERE JOHN BUNYAN WAS AR- 
RESTED. 


From the pretty ivy-covered church 
tower of Pulloxhill, in Bedfordshire, can 
be seen the hills on which John Bun- 
yan preached, and the eminence on 
which he was arrested in November, 
1660. For twelve years after his ar- 
rest, he lay in Bedford jail. ‘His great 
emotion,” says a biographer, “‘destroyed 
his power of digestion. He had such 
ains that he expected to burst asunder, 
fike Judas, whom he regarded as his 
prototype.” 

Times have changed vastly since then, 
and Chas. Forde’s Bile Beans have done 
much to alleviate the sufferings of mod- 
ern victims to indigestion and liver 
disorders. 





THE Marion, Ind., Leader is an 
evening daily and the only Demo- 
cratic paper in Grant County. 
Marion has twenty-five tnousand 
and the county seventy thousand 
population. The 1902 issue of the 
American Newspaper Directory 
credits the Leader with a figure 
rating of 3,757 for that year. The 
publisher of the Leader has just 
submitted a detailed circulation 
statement showing a daily aver- 
age of 5,222 for a year ending 
August 31, 1903, or a gain of 
1,405. He writes that he is proud 
of his showing, and he ought to 
be. Such facts should be recorded 
in the Rott or Honor fifty-two 
times a year. The cost would not 
exceed thirty-one dollars and 
twenty cents for the whole year, 
free changes for advertising 
additional increases included. 
There is every reason why the 
publisher of the Leader should 
sign the pink slip and none against 
it whatever. 
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Tue general public places but 
little confidence in the advertiser 
who has no confidence in him- 
self. 





THE principles that bring suc- 
cess in any business will, when 
persistently applied, bring success 
in advertising. 


Everybody’s Magazine begins to be 
something more than an entertaining 
ten cents’ worth of fiction and articles. 
An identity has been developed—a 
sturdy and aggressive identity all its 
own and full of interest and promise. 
Thus far the magazine has prided itself 
on the timeliness of its features and the 
healthy virility of its fiction. Now it 
has found itself entered on its own 
mission, headed out on its particular 
crusade. The keynote of this individ- 
uality is the article by Alfred Henry 
Lewis, in the October number, “The 
Madness of Much Money.” This is a 
scathing attack on the vulgar display 
of great wealth to which the new 
generation of millionaires has treated 
the country. With a brutal directness 
Mr. Lewis diagnoses the madness which 
often goes with much and sudden 
wealth, and ridicules unsparingly the 
gilded idlers who make up the _ so- 
called American aristocracy. It is a 
rough, even a pitiless, arraignment of 
certain prominent persons, and it is safe 
to be generally read and appreciated 
all over the country. Throughout this 
number the magazine shows a purpose 
to depart from the baleful worship of 
Mammon and its possessors which char- 
acterizes so much of the writings in cur- 
rent periodicals. 


THE leading article in this issue 
of Printers’ INK is a gratifying 
example of what publicity will do 
in general for a business line 
which bears in itself the germs for 
sane and profitable exploitation 
through advertising. On Novem- 
ber 12, 1902, PRINTERS’ INK issued 
its banking number, and it proved 
to be the most successful special 
edition it had ever issued. And 
wny should it not have been so? 
Banking and saving is a staple in 
which the public is vitally inter- 
ested, and it is so complex and lit- 
tle understood by the masses that 
a campaign of education must 
bring results to the bank which 
conducts it through advertising. 
When the editor of Printers’ INK 
first suggested a special issue to 
bankers all of his friends shook 
their heads and said it could never 
be made a profitable one. He stood 
alone in his opinion to the con- 
trary, and subsequent results sus- 
tained his confidence. 
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A CIRCULAR letter from the 
Western New Yorker, Warsaw, 
N. Y., tells something about Wy- 
oming County and the part that 
this live weekly plays in covering 
it. The information given is di- 
rect and pertinent, and the only 
improvement that can be suggested 
is mention of the town in which the 
paper is published. This detail 
nas been overlooked. 


Tue Ben B. Hampton agency’s 
working force has recently been 
augmented by Wesley Sisson, 
formerly wita Success; W. R. Rey, 
late of the Haulenbeek agency; 
Geo. G. Young, of the Manitoba 
Free Press, and R. S. Thompson, 
of Dodd, Mead & Co.’s editorial 
department. Mr. Ben Hampton 
has become a director in the Ready 
Bits Corporation, the New Haven 
company marketing two breakfast 
foods called “Ready Bits” and 
“Power.” These commodities have 
been advertised only in New Eng- 
land, yet with such success that 
the capital stock of the concern 
was increased this summer to 
$2,500,000. The campaign is to 
be extended as soon as this addi- 
tional capital has been utilized to 
enlarge the manufacturing plant. 


THE editions of Print- 
ERS INK have gone out of 
print lately at a rate not 
known of at any previous 
time. While nobody i 
under the slightest obli- 
gation to purchase copies, 
it often happens that ar- 
ticles appearing in certain 
issues make a splendid ad- 
vertisement for firms or 
for. general propaganda. 
The Little Schoolmaster 
likes to furnish such extra 
copies—the price is $6.00 
per one hundred. Orders 
for quantities should come 
in as early as possible, to 
make delivery sure. 
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Messrs. SmMitH & THOMPSON, 
Potter Building, New York, are the 
representatives of the Boston 
Traveler. 





Tue Peoria Evening Star has 
joined the Roll of Honor. The 
Star is one of the nine papers 

which the 1903 issue of the 
American Newspaper Directory 
describes as follows: 


EVENINGS 
quan aaa us Rie ‘TMouking 
STA Sundays; 





daily eight to twelve, 
Sunday sixteen to re -four ate 18x24; 
established jem; Peoria 8: itors and 

a 
irculation— pally: In 1897, G. Actual 
qaee Pre year endin with 


porions, " 
ie S093," TB 18; 


Sunday’ a = G. Actual 


r ending with 

22, 1698, 3361 for 1999, 72105 

for 1900, ETH for 191, 9.0153 Jor 1902, 
The absolute correctness of the latest 
circulation rating accorded the Evening 
Star and the awe | Morning Star is 
guaranteed by the publishers of the Ameri- 
can Newspaper Directory, who will pay 
one hundred dollars to the first person 
who successfully controverts its accuracy. 








“Just Get THE DELINEATOR,” the 
phrase coined by Mr. John Adams 
Thayer, is again the slogan for the 
October issue, just out. The copy is 
running in the large dailies, 
quadruple column, eight inches 
deep. The display is striking and 
the argument forcible. It’s a 
splendid example of taking one’s 
own medicine. Every meritorious 
class publication should use the 
dailies for the purpose of getting 
subscriptions and obtaining a 
wider sale on the newsstands. It’s 
a sensible plan and a fine co-ope- 
rative advertisement for every ad- 
vertiser who buys and pays for 
space in publications that believe 
in this plan. 

If a publication is endorsed and 
appreciated by five hundred or five 
thousand, or five hundred thou- 
sand readers, just push for the 
same additional unit among vir- 
gin territory, and to do it the daily 
paper is the best medium for a 
magazine appealing to the masses. 

Advertising of tne Delineator 
sort pays the publisher and as- 
sists every space buyer in a publi- 
cation who is liberal and intelli- 
gent enough to pursue such a 
course. 
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A coop illustration is not only an 
eye-catcher, but a good argument 
as well. 


THE project to publish a daily 
in New York for women_ has 
taken tangible shape in the Wom- 
an’s Daily Publishing Co., recently 
incorporated under the laws of 
New York State with $500,000 
capital. Stock is to be sold to 
women and investors. F. Cran- 
ston Thomas is the chief financial 
backer, and associated with him 
are William N. McComb and Hay- 
den Talbot. It is hoped that the 
first issue of the paper, which is as 
yet unnamed, will be published be- 
fore the first of the year. A feature 
will be a department of shop gos- 
sip telling of new things in the 
stores. Prices and names will 
be given, but the woman in 
charge of this department will 
visit none but the stores of those 
advertising in the paper. 


“One of the curiosities of the 
news-stands is the Family Herald, 
published in London, which_ is, 
perhaps, the only English publica- 
tion that has a profitable general 
circulation in the United States. 
In Great Britain it is issued week- 
ly, the numbers consisting of 
sixty-four pages of short stories, 
essays, poems, anecdotes, jokes and 
the curious paragraphs dear to 
every Briton’s heart. The four or 
five numbers for each month are 
bound in an old-fashioned red 
cover, forming a bulky magazine 
of a solid but interesting sort. No 
pictures are printed, and the two 
pages of advertisements in each 
weekly number are unchanged, ap- 
pearing witn English addresses and 
prices in shillings and _ pence. 
Even the cover ads are British. 
The magazine has been sold stead- 
ily in this country for many years, 
and is to be seen on any news- 
stand carrying a_ representative 
line of current publications. Some 
dealers report that they sell a 
dozen copies a month, chiefly to 
persons who order it in advance. 
The circulation is almost wholly 
confined to women, who evidently 
find more solid reading in it for 
fifteen cents than can be had for 
the same amount in American 
magazines, 
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TuerE is no ambiguity in good 
advertising. 


THE publishers of Frank Les- 
lie’s Popular Monthly say they 
will expend $85,000 this season in 
making Leslie’s Monthly a bigger, 
better and more valuable property. 
Sixteen pages will be added to the 
text; more money spent for lit- 
erature; there will be more and 
better pictures. Leslie’s Monthly 
readers will have better quality and 
added quantity. The money, en- 
ergy, progressiveness and sound 
business judgment which have been 
invested in the management of 
Leslie’s Monthly, particularly dur- 
ing the past two years, nave made 
this famous old publication one of 
the most valuable of the popular 
priced magazines. 


In the National Magazine for 
September, Bennett Chapple de- 
scribes the process of making the 
Ingersoll Dollar Watch, and tells 
something of its history. In 1892, 
Robert H. Ingersoll, making a visit 
to a tinkering shop in New York, 
espied an old-fashioned alarm 
clock fashioned like a huge, cum- 
bersome watch. As he looked over 
its. battered sides, he fell to won- 
dering if it would not be possible 
to get such a thing down to a size 
practical for watches. The more 
he considered it the more he be- 
came convinced that he was on 
the right track for a great success 
with a universally useful article. 
From this conception grew the 
large business whose general of- 
fices, at 51 Maiden Lane, New 
York, are in touch with 50,000 
dealers throughout the United 
States. The first Ingersoll Dollar 
Watch was put on the market !» 
1892. It was thought to be a tri- 
umph, and over ten thousand were 
sold that fall. But.as yet it was a 
trifle too large and cumbrous. It 
did not “feel” like an ordinary 
watch; and so, at a considerable 
expense, the watch was much re- 
duced in size, and the following 
year it was improved again. It 
was made smaller and more serv- 
iceable, and with an extensive ad- 
vertising campaign that averaged 
ever $100,000 a year, the Inger- 
solls have built up the sales to 
over 6,000 watches per day. 
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Tue “Rexall” remedies ‘have 
made a distinct success in their 
single year of existence, and the 
organization of the United Drug 
Co., Boston, is being extended. 
About one hundred preparations 
are now on the market, and the 
concern intends to offer a remedy 
for each human ill. The Rexall) 
chemists compute that humanity 
is heir to about three hundred ills. 
In addition to the posters now on 
the boards, the Hampton agency 
is contracting for space in dailies 
and weeklies, 2,000 to 3,000 inches 
to be used next year in the for- 
mer and from 1,000 to 1,200 in 
the latter. The head of the com- 
pany is Louis K. Liggett, for- 
merly manager of the Vinol Com- 
pany. As a salesman he sold 
Vinol throughout the United 
States, and in this way built up a 
wide acquaintance with leading 
druggists everywhere. This sug- 
gested the plan of organizing a 
corporation composed of the most 
active druggists in important cit- 
ies, manufacturing every kind of 
remedy for which there was a de- 
mand, putting then? all under a 
general trade name, and advertis- 
ing that name until it came to stand 
for the best in medicines. The 
local stockholder has _ exclusive 
sale of the Rexall goods in his 
community, and receives exclusive 
benefit of the advertising. No 
goods are sold to jobbers. The 
druggist makes a satisfactory prof- 
it on the goods, and as a stock- 
holder also receives his share of 
the company’s earnings. In addi- 
tion to this he handles remedies 
that belong to him exclusively in 
his community, and the cumulative 
benefit of sales and advertising 
cannot be taken away from him by 
competitors. Mr. Liggett first in- 
terested some of the most prom- 
inent druggists in the large cities. 
A five-story factory building on 
Leon St., Roxbury, Boston, was 
purchased, and a most com- 
plete laboratory plan _ installed. 
Three hundred stockholders came 
in first. New stockholders are be- 
ing added, preference being given 
to the “live” man in each town. 
The total number of stockholders 
at the present time is said to be 
well up in the hundreds, and sev- 
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eral men are traveling over the 
country investigating new appli- 
cants. 


In the State of New Hampshire 
the following thirteen publications 
can secure a place in the Roll of 
Honor: 

Bristol Enterprise. 

Derry News. 

Exeter News-Letter. 

Farmington News. 

Franklin Falls, Journal Transcript, 

Keene Sentinel (daily and weekly). 

Laconia Democrat. 

Littleton Courier. 

Manchester Union (daily and weekly). 

Manchester News. 

Rochester Courier. 

Sanbornville Carroll County Pioneer. 

Wolfeboro Granite State News. 


A wRITER in Agricultural Ad- 
vertising makes a plea for farm 
papers as mediums to advertise all 
the luxuries now exploited in the 
best general magazines, the point 
of the article being that those who 
use the magazines exclusively are 
neglecting a highly cultured clien- 
tele that reads agricultural papers: 

Farmers’ sons now fill our colleges. 
After graduation they will go back to 
the farm to show the world what in- 
telligence applied to agriculture will do. 


They have already done this. Often 
they bring home with them a refined 
an educated companion. Farmers’ 


daughters are graduates of Smith, Wel- 
—_ and Vassar. The piano and li- 
me | are as much a feature of modern 
rural life as the old fireplace was to 
your grandfathers and mine. To-day 
they discuss Shakespeare, Beethoven and 
Kipling. Where in the farm papers do 
you find advertised the standard makes 
of pianos or the classical literature? 
Is not some one missing a great oppor- 
tunity? Who advertises furniture suit- 
ed to the refined home? Or carpets, 
rugs, ae ester pictures, china, glass 
and a hundred etceteras that go to fur- 
nish the modern cradle of the world? 
Some one will jump in one of these 
days and his success will startle the 
universe. 

Farm papers are unquestionably 
excellent mediums for certain 
kinds of advertising, and no 
thoughtful man would care to as- 
sert that they would prove un- 
profitable for certain other kinds. 
But has it occurred to Agricultural 
Advertising that farmers’ sons who 
discuss Shakespeare, Beethoven and 
Kipling, and farmers’ daughters 
who are graduates of Vassar may 
possibly, you know, during the 
polishing process, have become fa- 
miliar with such periodicals as 
Harper's, Scribner’s and the 
Century? 





~~ = Se 
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Tue publisners of the Woman’s 
Magazine have purchased Conkey’s 
Home Journal, stating that the lat- 
ter’s two hundred thousand paid 
subscribers will be added to the 
list of the Woman’s Magazine. 
The benefit of this transaction re- 
verts to advertisers in the Wom- 
an’s Magazine without increase in 
the rates. 


THE wise merchant who seeks 
to secure trade which he may hold 
—who desires to have a customer 
come again, will aim in his adver- 
tisements, not so much to persuade 
people to buy what they do not 
want, as to purchase what they 
really need. Those who buy in 
haste repent of it at leisure. Those 
who are prevailed upon to buy 
what is of no service to them, or 
which, at best, they could have got 
along without, are likely to feel a 
measure of resentment against 
those who ied them into the ex- 
travagance. This may be iliogical, 
but it accords with the experience 
and practice of men and women. 


ADVERTISING is asking for busi- 
ness. 





To mark the beginning of the 
Standard Dictionary’s second dec- 
ade, Funk & Wagnalls have issued 
a decennial edition, dated July, 
1903, which is printed from new 
plates and gives 17,000 new defini- 
tions of words lately introduced 
into the language through the 
sciences, arts, industries and other 
channels. One new feature is a 
dictionary of terms used in the 
Philippines, Cuba, Porto Rico and 
Spanish-America, gathered through 
the War Department. Australia, 
South Africa, Hawaii, Samoa and 
other countries have been laid un- 
der contribution for definitions 
that will be required in our grow- 
ing foreign commerce. The new 
book contains 317,000 definitions, 
with an atlas of the world and a 
department giving information re- 
garding physical features, trade, 
climate, products, industries, pop- 
ulation and characteristics of all 
countries. 











PUBLIC NOTICE 


What an Advertising Weekly Says 





—From the current aumber of Printer’s Ink © 


DO YOU READ THE NEW YORK 


EVENING TELEGRAM? 


THE NEW YORK “* EVENING TELEGRAM” HAS TACKED THE ABOVE PROCLAMATION ON THE 
SUBWAY FENCES IN PARK ROW AND OTHER CONSPICUOUS PLACES AROUND THE CITY. DAVID 
MARCUS, THE MAILING CLERK OF THE LITTLE SCHOOLMASTER, BROUGHT THE SIGN TO THIS 
OFFICE, AND IN RECOGNITION OF HIS BRIGHTNESS AND THE GOOD SENSE OF THE “* EVENING 
TELEGRAM,” PRINTERS’ INK DECIDED TO REPRODUCE THE SAME. IT’S COMPLIMENTARY ALL 
AROUND. 
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“THREE DOZEN DAILIES.” 


MILWAUKEE, Sept. 
Editor of Printers’ INK: 

Having been a_constant and inter- 
ested reader of Printers’ INK since 
its first publication, I often become in- 
terested in some of its suggestions and 
propositions. You have been printing 
a list of three dozen dailies which you 
recommend, and state that so far as it 
goes it is as good as can be named, and 
you invite whoever thinks he can improve 
the list to write you a letter about it. 
The list which a gy in your paper 
of August 12th, while very good, con- 
tains no oneness published in Wis- 
consin, the ichigan Peninsula or 
Iowa. It contains several newspapers 
printed in the New England States, con- 
taining about the same _ population. 
Wisconsin, Iowa and the Michigan 
Peninsula contain a _ population of 
five millions or more, prosperous and as 
good purchasers of all necessary and 
useful things that are advertised as any 
like population in the United States. I 
have amended your list of thirty-six pa- 
pers so to make a better distribution of 
circulation relative to the population 
sought. 

Another criticism I would make about 
your list is, that I would not use so 
many mre | papers. There are in this 
list twenty-three Sunday papers. That 
is too many out of thirty-six. Be that 
as it may in point of fact. my main 
object was to introduce advertisers to 
the a ow and prosperous 
population of Wisconsin and Iowa. 

Very respectfully yours, 
A. j: AIKENS, 
Publisher Evening Wisconsin. 

The changes which Mr. Aikens 
proposes in the list of THREE 
Dozen Dattties printed on the last 
cover page of this issue of Print- 
ERS’ INK, consist in the removal 
therefrom of the Rochester Dem- 
ocrat and Chronicle, the Newark 
Evening News, the Hartford 
Times and the San Francisco Call. 
In their place Mr. Aikens names 
the Milwaukee Séntinel, morning 
and Sunday, the Evening Wiscon- 
sin, the Omaha Bee, morning and 
Sunday, the Des Moines Register, 
morning and Sunday. Mr. Aikens 
seems to overlook the fact that a 
daily which is published every day 
in the week naturally has one issue 
on a Sunday, and also that the 
tendency is growing among many 
advertisers to use the Sunday is- 
sues of a daily in preference to 
other issues during the week. 

nib NGIR A Nis 

STRENGTH in the 
strength in the business. 


II, 1903. 


ad puts 





Bein brief to the point of ob- 
scurity should be guarded against. 
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FORTIETH WEEK. 


In response to the weekly ad 
contest, now in its fortieth week, 
fifty-eight advertisements were re- 
ceived in time for report in this 
issue of Printers’ INK. The one 


reproduced below was deemed best 





of all submitted. It was sent in 
by Chas. Finley, 314 West Fifty- 
fifth St., New York, and it ap- 
peared in the Saturday Evening 
Post of September 12, 1903. A 
coupon as provided in the condi- 
tions which govern this contest 
was mailed to Mr. Finley. 








Tue Altanta, Ga., News filed a 
detailed circulation statement with 
the American Newspaper Direc- 
tory, showing an actual average 
circulation for a year ending on 
August 4, 1903, of 16,212 copies. 
The present average is over 20,- 
000 copies, so Mr. Beckwith says. 











“SOMETHING DIFFERENT.” 

PHILADELPHIA, Sept. 10, 1903. 
Editor of Printers’ INK: 

This is to let you know about the 
formation of the new firm of Morris 
& Wales, which has just been added 
to the advertising ay of this city. 
The infant is still tiny, but inclined to 
be active and there are good prospects 
of its growing. 

We are trying to give our customers 
“something different”—trying to make 
all our work entirely out of the ordi- 
nary, but at the same time there is 
nothing freakish about it. In fact, we 
are following the principles of the Lit- 
tle Schoolmaster pretty closely. We are 
also well to the front in the American 
invasion of England, as we are getting 
up copy and designs for use in that 
country, our Mr. Morris having done 
some missionary work on the other side 
_ his European trip this summer. 

Teorris, by the way, is a Bates 
quate —havieg represented Charles 
ustin Bates in this field for the past 

three years. 

We really feel that we tan’t do with- 
out Printers’ INK, so we enclose a red 
chip to cover our ante for the next 52 
hands. Yours truly, 

James ALBERT WALES, 

For Morris & Wales. 


—__+o+ — — 


NOTES. 


“TueEse cravats will go like circus 
tickets” reads the one card in the dis- 
play of a New York haberdasher. 


From the Tribune, of South Bend, 
Ind., comes a neat folder containing 
information already published in the 
Roll of Honor. 


A new diamond booklet from Geor; 
E. Marshall, the Chicago mail dealer in 
precious stones, contains many speci- 
mens of jewelry carried in stock, with 
interesting information about gems, such 
as tests, directions for cleaning them, 
birth stones, and so forth 


Automobile Topics, the New York 
weekly journal for those who use auto- 
mobiles, finds it necessary to publish @ 
certain amount of trade news to manu- 
facturers from time to time, and has 
begun the publication of a small four- 
page supplement called Trade Talk, 
which goes s only to » Se trade. 


Classified Advertisements. 
Ad vertisementa under this he head two lines or more 
handed in One week 10 centsa line. Must be 
in one week in advance. 
WANTS. TS. 


More than 215,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 

bee 4 man of a} tdone and ability to 


pgces om Would accept a 
een orw up ae ais. “=.." care of 





anaes advertising selicitor; enlery, 
aan nd or fifteen per cent. commission; m: 
rst-class; give — ™ SOLICITOR” ‘od 
In 


a. oa Printers’ 


Orient oat SOLICITORS wanted. active, 
bright, business ters. Good 

Old relleble dru ag 

DRUGGIST, Detroit. 


mission. 


com 
a. Address RETAIL 
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at pa care of Printers’ Ink 
Dynerane potion wanted in Boston, 
ladeiphia, Chicago 


and other centers. 
proposition 3°18 ; liberal commissions. 


Firs 
FRANCIS: B. Mays, , Atlanta, Ga. 
ANTED to buy a @ second-hand br 4 press in 


P good condi — Also seco! opens = 
or small a dally €9 posing Foo Address, 
price an: d particulars, JOURS Joi \RNAL, this office. 


= Small two-revolution job yor 
size about 19x24. Must 

condition. ~- full description, with nat ieee 

f.0.b. Address TEMPLIN & SOKS, Calla, Uhio. 


IDE - ia best se! yy! of the 


; carried in vest a minute 
to chow them. Sampics, 0 certs each. “Booklet 
i. State ony covered. G. P. COATES 


CO., Uncasville, Co 


ANAGING otter city editor and advertising 

r for yd > one of the best 

towns of Virginia. to take a small 

working interest. VA. DAILY. PRESS. Drawer 
No. 745, ke, Virginia. 


a Sy Hy advertising solicitor to cover 
the State of Connecticut for the Lan] 
port and Waterbury HERALDs. bean 
man and have the best of references. Apply <4 
letter only to HERALD, Bridgeport, Conn 
ya TRAVELING AGENT WANTED 
a leading magagtne. ‘wus st ihimeci? be = good 
a ng m e. u mse 
. we had p in this 


line id riot tly tei cperate. Tadress dress Box 702, 
e an ic ™) 
Springfield, Mass. 





UCCESSFUL advertising solicitor, 

years present position as advertising mana- 

Satiy pa zed sblicitor, desires similar position with 
Good adwriter. paowe how to 


ing” preferred. ‘Address 


paper. 

m the ncies. 
_ Pa r with rat 
“H. P. W.,.” care Printers 


N EDITOR OF LEPERIERCE, daily ne 
ne’ rand magazine wor! 7 
cea successful weekly in 
editor of lead- 


qTION wanted expert stenogra 
correspondent and et eeiooe 





ginator. Seven years w: ois 
kind—before they had any novelties. 
Original ad novelties in reserve. 4 
would cor capitalists 
ineugereee a yo me industry. address 
“PROCESS,” care P. 


ROPRIETARY MEDICINE FIRMS, or others, 

who desire extensive ne 4 ad 

in the Southern States, with 

will save money and produce“ results.” should 

write to T. E. HANBURY, Atlanta,Ga. Twenty 
years’ experience. Successful record. Thor- 
oughly indorsed. 


DVERTISEMENT WRITERS, especially be- 
ginners, wil) have an ex ag Os 

nity to demonstrate their ability make 
money y by writing 7 us. We will tell how 
to start a ur own at home which 
= & more to establi your reputation as an 








adwriter than years of ordinary experience. 
Write to-day. ¥ 
Suite 808 Bo Lin incott Bidg 
, Lippinco' i 
Philadelphia. ‘ 
A _— ARE YOU SATISFIED . 
our present position or salary 
not, write us z for plan and booklet. eS 
for _— ries, navertien 
ete. Technical, 
clerical — ,-4--F- of all kinds. High- 
” 
erecces (INC. ag 
Suite sis, ens : Bide Phnia. 
Suite 529, Mo: ennayivan 


Suite ite 13%, W Williamson » Chtengo. 





34 


TRADE JOURNALS. 


ARDWARE es 5 ALERS’ MAGAZINE. Circu- 
lation 17,000, PARSONS, New York. 





COIN CA RDS. 


$3 PER 1,000, Less for more; any print ing. 
THE COIN WRAPPER CO., Detroit, Mich. 
MAILING MACHINES. 


HE DICK MATCHLESS M/ a ER lightest and 
uickest. Price $12. Fe ALENTINE 
Mfr., 178 Vermont St., Buffalo, 





a 
AND ILLUSTRATIONS. 


etc., for cove 
THE K KINSLE 


ILLUSTRATORS 
LLUSTRATING, designing, 


book: pate, a ly and crests. 
STUDIO, Broadway, New Yor 


DESIGNERS. 


ESIGNS and illustrations in opens and black 
and white for all purposes. THE KINSLEY 
STUDIO, 220 Broadway, New York. 
————+o~- 
ENGRAVING. 


meeAvine, (line, half-tone, steel, 
ae Ae and artistic printing. 
), 220 Broadway, New ¥ 


“Tae 


ENGROSSERS. 
NGROSSING and illuminating bd peels 
jimonials, cert’ HE 
KINSLEY STUDIO, 220 a i York 
ieee 
CARBON PAPER. 

1LL per and ty a limited amount of carbon 
paper an: writer ribbons for adver- 

tising space. BON,” P. O. Box 672, N. Y. 





~ BOOKLETS, 
E_ write, desi m, engrave ana print for 
klets. ‘One talk one order opvers all. 
THE KINSLEY STUDIO, 0, stb Broadway, New York, 
~ COLLECTIONS. 
aD? DEBTS COLLECTED on povecntage basis 
ai Fair treatment MENT ASSN. 2048 ¢ > ‘Rn 
AND.NI HT ADJU! Chicago 
ave., Chicago, Ill. 
STOCK CUTS. 
etl --~ showing sixty silhouette stock 
in three sizes, one, two an inches 
. “Glad to send you one. STANDARD, 61 
Ann 8t., New York. 
—_—_+o+—___—_ 
CHECKING SYSTEMS. 
OR oo returns from advertising and 
— Tr reply, an our system is 
bs tart tine nd for ci ADVERTIS- 
t SPECIALTY CO, 50 Best Ave, Chicago. 
CALENDARS. 


OST artistic line of retor price fist calendars 
ever omer Wri ee toe rice list. 


45 Beekman St.. how "York City. 


HOTELS. 


HE LITTLE HOTEL WILMOT in Penn 





Square, Neng a eco — the disciples 

of PRINTERS’ do thin; 
THE RYERSON’ wey ENNINGS CO. 
HALF-TONES. 
ER copPet half-tones, 1-col.. $1; 

10c THE TouNGsTOWN hike x. 
GRAVI Sco, Youngstown, O 
Nee SF HALF-TONES. 

2x3 1 ; sos. $1.60. 
Delivered when mpanies the order. 


Send tor samples. 
ENOX 


VILLE ENGRAVING CO., Knoxville, Tenn. 
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PRINTING. 


A™ FE pene device, not in common use, en- 

us to do more meer s —— on press 
than on wwe other hand-fed p We will 
share this advantage with you. "KING, Printer, 
10 William St., New York. 


——_ ++ 
WHITFIELD’S TYPEWRITER CARBON. 
EXT time you want typewriter carbon 

Whitfield’s and learn the satisfaction of us. 
| po hed ed —_-, Pen carbons, too. Better 
mpare and buy. WHITFIELD, 

fs inet s St., Stew York. 


ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stencil addressing Ledlw meg A 





ce ste: 

os oe ers thre Dont the \- t by A} 

pul ers throughout the coun mn 

for circulars. ACE & oy 29 Murray St, 
New York. 





ELECTROTYPE CABINETS. 


A*z much as you want, as little as you need. 

The Leonard sectional electrotype cabi- 
net ; each section will hold 700 electros; $5 a 
section of 10 drawers, base =. 50, top $1. Also - 
Leonard system for buying advertising, $6 
LEONARD MFG. CO., Market St., G Rap- 
ids, Mich. Circylar fre: 








arene 
EXCHANGE. 


| eo eae what you don’t want for some 
thing you do. If you have mail order names, 
stock —_ or something similar, and want to ex- 
pL lem for others, put an oc gence ~ 
’ INK. There are pro! many pe 
saves among the readers of this paper with i ton 
you can effect a y and advantageous ex- 
change. The price for such advertisements is 
10 cents per line eachinsertion. Send along your 
advertisement. 


PUBLISHING "ies OPPORTUNI-. 
of specialization. 


S PECIALIZE. 
uy for $7,000 an old 
class i with which a man can es . 


career and build 
$50,000. vIEMERSON P HARRIS, ‘2s Blaway away 


MAN of advertising ability who ponte 
some capital can make more money in the 
long run buil = a jum in 
some special 
talents writing’ ads which “only live 
See me about it. EMERSON P. HARRI 8, 
Broadway, New York. 








o>—__—_—_ 
DECORATED TIN BOXES. 





Ts pp ofa fttimes sells 
You cannot imagine 7 beautifully “dn 

boxes can be decora and how cheap they are, 

until you get our samples and quotations. 

year we made, — any other things, over 

ten million Cascaret boxes and five million vas- 

eline eee = and caps. Send for the = desk re- 


minder led “Do It Now.” = Ss is free; so are 
any samples desire to 
’ aM aHICAN PPER ER COMPANY, 


Brooklyn, w Yor 
mee largest makers of Tin Boxes a Of the 


ee 
ADVERTISING NOVELTIES. 


a | Posioet wae, 4x7, 1.000 for 
ey like leather. nd FI ve 
IN, 5th - tH Ch hn mut, Phi 
Ww: for compte and price, new Lock Bill 
File. Price low. Reaches business man and 
housewife. THE WHITEAEAD. & ao Co., 
Newark, N.J. Branches in all large cities. 


A BRIGHT steel nail file, $30 per thousand. 
Turned toothpicks in per thou- 
sand, Samples of ca in leather cases, 0c. 
Agents wanted. J.C. KENYON, Owego, N. Y. 

Crresults. 8 advertising jt egg that bring 


is, but ae 
CO mS i RAUTIMOnE 
953 Booadeay R js Be 





ye vable 
BADGx & NOVEL 














o eo 














ELECTROTYPING. 


the electrotypes for PRINTERS’ 1NK. 
W' Wedo the electrotyping for some of the 
largest advertisers in the count Write us for 
rices. WEBSTER, CRAWFOR ‘& CALDER, 45 
York. 
—__-eo>——_——- 


SUPPLIES. 


ry D. WILSON PRINTING INK CO., Limited, 
W e of 17 Spruce 8t., New York, sell more mag- 
4 cut inks than any other ink bouse in the 


"Special prices to cash buyers. 
N NOT HOW CHEAP, BUT HOW GOOD. 


COpuEs. FENDLE ER & CO., 
NTERS’ WARP WAREHOUSE. 


CYLINDER poaueil ES, Job Presses, Paper Cut- 
ters, Gas Engines, Motors, bane and Stitchers. 
REB jUILT By SPECIALISTS. 


TYPE—American Point Line, Body and Set. 


PRINTE al MATERIAL, Small Tools and Sup- 
plies. NEW AND SECOND HanD. 


PROMPT _ Intelligent Service, Consistent 
Terms, Prices and Discounts. 


CONNER, FENDLER & CO., 
New YorE Cry. 
—_—_+or—___—— 
PRINTERS. 


OOKLETS by the million. Watte for booklet. 
STEWART PRESS, Chicag 


NATALOGUES rinted in ll juantities. 
Write STEWA RT PRESS, Chicago. M 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lod lodge cut catalogue. 


i gh are not satisfied where Bie — try 4 

all kinds of book ORION 
rintin: promp ptly and A. ¥-K, wr IN 
PRi NTEN CO.. 15 Vandewater St., New Y: 


OR PRINTERS- Lithographed chron on 
which many jobs of printing may 
ae en | handsome results at low 

Send stamp for samples. KING, 10 
William St., New York. 


P PRESS WOR! 
New large Ln ap -- press, in 
only a few days monthly on ourown publications 
uote extremely low prices on ONT, 
small runs of press work. ye US ONT. 
BENTON CO., 526 W 28th St., N. Y. Ci 


PREMIUMS. 


RINER GOALS ms make make useful remiums, Com- 

lete line ied. for catalogue. 

TRI aR SCALE & MPG. co 130 8, Clinton St., 
Chicago. 


Ppasaste goods are trac are trade builders. Thou- 
sands of ve premiums suitable for 
publishers and others from the foremost makers 
and wholesale dealers in oes. and kindred 
lines, 500-page list Ee = catal gue, 
published annually, st issue now ready; 

8. F. MYERS CO.. 46w w. 48-50-52 Maiden Lane, NY, 


IVE CENTS.* 5c. 5c. 5c. 5e, FIVE oan. 
£ Gants. premium! A big helper. Try 
fifty at $2.50. This isthe deal : Wer offer publish- 
ers of other papers yearly subscriptions to THE 
Westerns Empree at 5cents a year net. There 
are 2 to 32 pages (Ladies’ Home Journal siz) 
each month. Printed on Mghest grade new 
with heavy colored cover, Is not an organ 0 
any real estate scheme, but is a clean, vigorous 
home paper fit for any home, Coveted to the 
wonders and beauties, the resources. romance 
and the tales of adventure in the Golden West. 
Best of all, it’s clean and will make a 
Sar with ony journal pubticnes. = WEsrT- 
a companion paper e “4 
Fruit World, and is practically an Eastern 


TS net for yearly 
ions. We will supply a four-inch single 
po main ora seven-inch double column electro of 

our big nt cover design to mes 
ordering 50 yearly a aioe —< 


at $2.50, net cash with 
copies free. Add FRUIT WORLD "eupuisn ¢ 


ING COMPANY, Times Build Los les, 
Califo: an. _ ~_ 


- 
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ADDRESSES. 


5,000 * NAMES and addresses of thrifty, 
el!-to-do Va. and N. C. farmers, $1. 
DANVILLE SUPPLY CO., Box .23, Danville, Va. 


NAMES and addresses of most progress- 
25 ive business poome in “Sunny —., 





Sanaa on receipt o! ese 
tt known to the writer. Address W. *C. 
Gd, ope, Kansas. 
FOR SALE. 
ABSAIS—Jeur and and eight-page Scott pestost- 
ne ee ith full modern stereo outfit. 
pr a E, Oakland, Cal. 


amows PICTURES—Send for List of Electro- 
ty of Celebrated Pictures to use for illustra 
tion. THE PICTURE AND AE AND ART TRADE, Chicago” 


B=. faper cutte sing cylinder at ks ob 

presses. paper cu! ind 
ly send for St RICHARD PRE PRESTON, 
iL Oliver 8t., - 4, 


INC ETCHING cractlonn complete te in box, 
containing instructions; complete; when 00 
paia. Money refunded if ‘not peactions IM- 
LEX CUT CO., Versailles, Conn. 


< : 3 60 POTTER TW‘ TWO-REV,; by - print 4 
Arr of ° 7or&col. A first class 
ress for bo: wspaper work. "RICH. 

RD PRESTON, 1671 Oliver St. Boston. 


Forse SALE—Old-established 2 oe By qoening: over 
month; ghese, pose ogg ad time; 


$400 per 
lendid Tocati penton s and oO} 
tloulars by seine DAILY OPPORTU. 
NITY,” Printers’ i 


OE DOUBLE OTINTER. with or without 

folders attached; — rint 4 pages of a 7- 

col. &page; speed, 3,000 to 4,000 per hour. Will 

trade in part yment. RICHARD PRESTON, 
167L Oliver St., 


| &— CAN sell your yaninena (with or without real 
tate),no matter where it is or what it is 
worth. Send description, state price, and learn 
how. I have, or can LN ‘the business you want 
to buy. State en requi rements. 
OSTRANDER, 
350 North American patldine. 
Philadelphia, Pa. 





BOOKS. 


GOOD ads for a_groce' store $1.00 
100° BAIT PUB. CO., Toronto, Can. ° 


aire HELPS AND HINTS, 25c. Circular 
free. KING, Printer, Beverly, Mass. 


PLANS for ‘making money with little cap- 

ital. Something new. Justout. Any one 

pian worth the money. Book sent Post pal > 
nopsis of chapters sent free. VILLE 

g Y CO., Box 223, Danville, Va. 


66 M* ADVERTISING PARTNER,” a book 
for merchants ¥- advertisers who 
write 4 own ads. of Se bent 


lines, cate! mrases, ss 
By mai, $1. wa RO AND, Pub Colt ‘Colum 


KAD Expose of the Fraud Order nine as 
practiced by the Post Master General. 

pm A — —. by tong | Woy if nota 
d stamp for the ‘ober 

jaro of of THe ADVERTISER'S GUIDE, Newmar- 








66 ow and Where to Sell Manuscripts.” Just 

published. Fulkof practi sugges- 
tions for the fiction writer and , contrib- 
utor. Contains addresses of publications 
that — — Sent tipostpald, paper” cor for 


und 
PRESS. SYNDICATE. Indianapolis, In In oa.” 


Smale FAIR MANUAL—A practical book. 
about street fairs, me fitugrationg from floats, 


ori fe photos and draw Designs ine by ex 
No x4 like . Limited edition. Man 


Order $1_ postpaid. ME 
solo RECORD CO. 8% Dearborn St., Chicago. 


‘é S UComrerUL ADVERTISING ” is a book of 
8. It is intended to save you 

time A. ee selecting methods A. in- 
=— ‘our sales. ves you practical ver- 
z suggestions from the pen of a noted 
chalist Tts cost is $2.00. [ts worth ‘s ines- 
special ble. LINCOLN CO., Philadelphia, Pa. 














BILLPOSTING AND DISTRIBUTING. 


ANNOUNCEMENT. 

‘he remova! of the office of Secretary of the 
ed Billposters and _ Distributors from 

Savannah, Ga., to Chicago, Ill., ja X not in any 

manner affect the operations’ of the Bernard 

Advertising Service. Outdoor advertising will 

be hout the Southeast under the 


m 
business transacted.as in the ® panttrom he Sa ae 
nah, Ga., office. CHAS. BE 


—_—_+o+—__—__ 
ADVERTISING MEDIA. 


10 line for goverticing in THE 
UNION, Bethichem, Pa 


1) B-4 eo for 30 words 5 da days. ENTERPRISE, 
=< Brockton, Mass. Circulation, July, 9,060. 
[A DEERTISEN’s GUIDE, Ne New Market, N. J. A. 

sage request will will bring sample copy. 

RITE us about “ 8 Business Bringers.” 

THE RELIGIOUS PRESS ASSN, Phila., Pa. 

A NY person advertising in PRINTERS’ INK to 

thes amount of $10 or more is entitled to re- 
ceive the paper for one year. 


RY GOODS REVIEW, Chicago, goes to coun- 

try merchants. Sworn circ ion, 3,000. 
Adve rate, $1.50 an inch. 

, 70 cents an 


popurer NEWS, 2ic. year; year; ad rate 
reepgs Circulation 3,000 monthly. 
WILLIAMS & TLAR, New New Branswi ick, N. J. 


B4a4= IN ADVERTISING. 50,000 guaran- 
teed ye the best mail-order { field 
in the U. 8. only 15 cents per line. MAIL 
AND D BRELZE,Topeka, Kaus Kansas. 

HE BADGE $00 Montgomery B Idg., Mil- 
T wauk by ~B, a family monthly circulation 
general, 45,000 copies, rate 20 cents a line. Forms 
close the %th. Ask t your agency about it” 


OWN TALK, Ashland, Oregon 
teed circulation of 3,200 0 
Ashland 


Both other 


re endl issue. 
are ratea at less than 
1,000 by the American owapaper Directory. 


NLY 50c. A. line for each ipertien in entire 


New York, New Jer: , . 
UNION PRINTING CO. “ Vandewater St., N. Y. 


10 WILL pay for a five-line advertisement 
-~ weeks in 100 Illinois or Wisconsin 
UNION, wo wspapers. CHICAGO NEWSPAPER 
UNION, 10 Spruce St., New York. Catalogue on 


application. 100,000 circulati circulation weekly. 


DVERTISERS who wish to secure business 
from the drug and medical profession, re- 
and wholesale, should give the KETAIL 

DRUGGIST, of Detroit, Mich., the old reliable 
ournal,a trial. Its mail bags speak in 
every State. 


ENZIGER’S MAGAZINE, the illustrated Cath- 

olic family monthly. ‘Indorsed by over 50 

ogebhtehors ona 000 meth Subscription $2 a ~-4 
Circulation 


| to agate line. mPENSIGER BRC R BROS., 30.38 
Barclay St., New York. 

100, 00 GUARANTEED circulation, 2% 

cents a line. That’s what the 

PATHFINDER offers the advertiser every month. 

Patronized by all leading mail-order firms. If 

Pata perusing and do not know of the 


DER, you are missin mething rood. 
Ask for sample and rates. THE PA PATHFINDER, 
Washington, D.C. 
DVERTISERS—Northfield_is one of Ver. 
mont’s growing towns. | estate 
vanced 50 per it in five years. Best black eeiets 
ber ufacturi 


——— News covers a rich section which 

ot be successfully reached by advertisers 

in < other moons. No edition in six years less 

than 2. “ for further information. 
NEWS. Northfield, Vt 


ADVERTISEME NT CONSTRUCTORS. 


PECIAL cuts and special writing for eve 
retail besiness, Very low rates for 52. aR 
LEAGUE, New York. 

Br Paiade SHERBOW, 3148 Euclid Avenue, 
Philadelphia. The making of the better 
re exclusively. 
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AILORDER ADV’G written lanned 
EUGENE KATZ, Boyce Bide alongs 

ENRY FERRIS, mark, 
918-920 Drexel Building, Philaeip ia. 
Adwriter. Sysiems devised and introdu 


WRITE ads that sell the goods—so 

say. That’s the kind i= want, the only kind 
Aa can afford to Naas nd parti culars, E, L, 

ID, Attica, Ind. 


‘THERE is often a wide difference between the 
_cicrer, nd snd the od that eele goode ay 

work is o e latter cam 4 

VENDOR, care Printers’ Ink. — 


66 TACK THE sniGLERS” best of fads 
ev Is jetta 3 va business ads, 
Of pith and point, for every use. 
His New York address is 10 Spruce. 


WRITE ads for busy men, big and }i 
I Have —— my Hf te & satis a) 
WILLARD K. CLEMEN 
Evanston, tT. 


IGHT let_me send you some samples 
Ms a. yosl boy Cone. er cthere me it 


do for Bos =e some- 
go bere on on. on, JED 7a Halsey 


rpRane winning bookion. catalogues, mai! 
ards, prospectuses, form ys ete., —— 
ten, illustrated, printed. Write for free boo! let 
“How We Ae ” SNYDER. JOHN. 
SON & HINDMAN, 904 Tribune Bldg., Chicago, 


P PERSISTENT PUE T PUBLICITY, 
PROPE ee RED,’ 


PRO FPTABI.E. 
POSTAL re ae 
257 Atlantic Ave., Boston, 
Send for free iliustrated trated monthly calendar, 


LOOK for clients about he about half way between the 
id Ap gpm « ond @e - ay Pies 
a“heap” of ent sing le in 
who know a good thin Veen they see | Burt 
Yr often write to if 1 can hel hum one 


now—you far too 
No.i-x. FRANCIS I. MAULK. See below. 


Diz YOU WANT x SMALL CATALOGUE, 

32 pages, for your spring trade! I am 

now writing several cata “concern, Sennely fora 
and shal 

winker. lam at your 


mpeten mast 
be beduett ust the fellow you are looking for. CLAK 
ORICK, Lock Drawer 450, New London, Vhio, 


Ee -EB—EB—EB—EB— EEB—KB—EB--EB— 
SPACE FILLING. 


Does your advertising merely fill space 
—or does it sell goods! 

Is ita lot of dignified dry rot—or the 
other extreme of adsmithery a ay 
Do you want it modernised t a vee 

+s experience and selling a put in 


Samples on uest, if you ask for them 
in good faith. a 


EDMUND BARTLETT, Adv. Specialist, 
American Tract Tract Bidg., New York. " 


B—EB- EB—EB—KB— EB — EB—EB—EB—EB— 


TH! NEXT TIME 
von next time you find a won- 
dering ty it might not pay you to get ou 
thing _ o Advertising “ Something ™ —~4 


= 
Au. Gata es, Booklets, Price Lists, Fold- 
at a a 2 Mati Cards and 8 Slips, Cool 


ewspaper, 
Trade AE... Advertisements ; in short, Com- 
mercial Literature in all of itsmany iliti ties, 
take the entire work kof all's ch th thin 
your hands, including the “writing-up” © a 
subject matter, often from the very scanty mem- 


bid 


SOs 
i Wit i a 


veo 





thrift that seldom secures Dt ae from 
me I. MAULE 
402 Sansom St., Philadelphia. 











San 4582 ~ “2 
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NOTES. 


costs money to advertise—it costs 

a Doel sight more to stagnate.—Anco 
Special. fom 

“Are You Fishing in the Right 
Pond?” is a forceful mailing card from 
the Ewing-Merkle Electric mpany, St. 
Louis. as 

An odd folder treating of good ad- 
yertising and good printing comes from 
the Abbott Press, 152 East Twenty-third 
street, New TO ee: > 

A packet of small literature listing 
and describing vines, bulbs and fruit 
for fall planting comes from Thomas 
Meehan & Sons, Philadelphia. 


“A Worp About Spark Arresters” 
is a folder of interest to railroad _pur- 
chasing agents, sent out by the Hen- 
drick Manufacturing Company, Carbon- 
dale, Pa. re 

From the Progressive American, 
Philadelphia, comes a booklet compar- 
ing that publication with well-known 
monthly and weekly magazines in point 
of contents and advertising value. 


Cor. Frank J. BRAMHALL, who _ has 
been advertising manager of the Michi- 
an Central Railroad, with offices in 
ee takes charge of the Southern 
Pacific’s department of publicity. His 
new home is in San Francisco. 


Tue road to the poorhouse is said 
to be paved with wasted opportunities, 
etc. eems to me it is fenced by 
small thoughts, has bridges built of 
hesitation and lies thick with the blind- 
ing dust of afterwhiles.—J. C. Mehan, 
Des Moines, Ia, 


CoIncipeENT with the fair in St. 
Louis next year the Friedman Bros. 
Shoe Co., of that city, will celebrate 
the close of a half century of business. 
J. Friedman, president of the concern, 
is the original founder, and still ac- 
tively engaged in the company’s affairs. 


“Tue Field of the Paste Brush” is 
an attractive booklet, cut in the shape 
of a bill-poster’s brush, sent out by the 
Ayer Agency, Philadelphia, to promote 
poster advertising. Besides succinct ar- 
guments it contains reproductions in 
color of five commercial posters designed 
by this agency. 
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ADVERTISING, like vaccination, is de- 
pendatory upon the value of _ the 
“point,” and the skill with which it is 
handled. In each case a good point 
skillfully impressed will “take,” and 
the desired result be obtained.—Anco 
Special. 


“Dersy Desks” is a _sumptuously 
made catalogue of fine office furniture 
from the Derby Desk Co., Boston. Each 
desk is shown by means of an excellent 
half-tone, and there is a _ wealth of 
information about makes, prices, dimen- 
sions, shipping weights for the United 
States and export, and other pertinent 
matter. Sectional drawings in the 
front of the book show methods of con- 
struction. Mechanical work by the 
Barta Press, Boston. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 


CANADA. 


CG ANADIAN ADVERTISING is best done by THE 
DESBAIATS ADVERTISING AG’Y, Montreal. 


New Headquarters 
The Associated Biliposters and Distributors of 
the United States and © with representa- 
tion in over 2,000 towns and cuits, commas office 
CHAS. BER- 


in 1514 Tribune Bldg., Chicago, 
NARD, de F 


A SPECIAL 


LEATHER DESK CALENDAR 


AT A SPECIAL PRICE. 
No More Interesting Article for Office Use. 


THE HAMILTON-GAIL CO., Inc., 
906 Filbert St., Philadelphia, 














MAKERS OF 

|Calendars, Leather and Card Special- 
|ties of every description, Nickeled 
| Steel Letter Openers. 


Samples charged for at 1,000 rates. 





















Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


You know what to do if you 
want your share of this trade. 
Specimen copies and advertising 
rates sent on request. 


F. A. OWEN PUBLISHING CO., 
DANSVILLE, N. Y. 














ggane Tables are the best 


y' medicine ever 
made. A hundred millions of 
them have been sold in the 
United States ina single year. 


Constipation, heartburn, sick 
headache,dizziness,bad breath, 
sore throat and every illness 
ari from a __ disordered 
stomach are relieved or cured by 
ules. (ne will generally give relief within twen- 
ty minutes. The five-cen' pacinge te is enough for 
ordinary occasions. Al! druggi 
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EVENING NEWS 


Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 
accorded to any other daily paper in 
New York State published outside of the 
City of New York. 














IN EL PASO, TEXAS. 


In the latest issue issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts tne accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent.— 
PRINTERS’ INK, July 22, 1903. 


THE city of city of Leavenworth, Kansas, 
is the first city of any consequence 
in the United States where the idea of 
consolidating the daily papers of a 
town has been carried into practical 
effect. Two years ago in this field 
was the Zimes (the leading paper), 
the Evening Standard and the Chron- 
icle-Tribune, all entering into active 
competition. First, the Chronicle- 
Tribune was consolidated with the 
Evening Standard, and on August 
24th the circulations of the Zvening 
Standard and the Chronicle-Tribune 
were consolidated with the 7Zimes, 
leaving the 7%mes the one daily paper 
printed in Leavenworth, a city of 
25,000 

The Times, under the ownership of 
Col. D. R. Anthony, for half a century 
has an unbroken record of growth 
and business success. The consolida- 
tion of the three daily papers of 
Leavenworth in the 7imes makes this 
one of the most valuable advertising 
mediums of its class in the country. 
Nearly every advertiser of any prom- 
inence can be found in its columns. 

It is said that the Zimes has the 
largest circulation and is a better daily 
newspaper on its merits than can be 
found in any other city of its popula- 
tion in the United States. 
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You'll Appreciate 
the Difference 


in the sales of your goods th 
out Australia if you place your ad- 
vertising in the hands of 


The Australasian 


Advertising Co., ppy. 
Limited. 


They are the owners and lessees of 
Over Five Hundred 
~~ yaaa and finely built Hoardings, con- 
ning 


500,000 Square Feet of 
Posting Space 
Melbourn the Kea! 1 Capital 
urne, e Federal Capita 
the laraeet’ d_ finest built city'in the 
at a. A. A 
They have agencies: in 
Every Part of Australia 


for Street, Railway, Tram, Newspaper and 
Journal Aavertising- They have their men 
all over Australia Sampling, Circular De- 
ei Sicn Tacking and Post and Fence 

riting. No work is large for them to 
quaptain, no order too smal) for them to 
book. 


GUARANTEED WORK and LOWEST RATES 
REGISTERED HEAD OFFICE : 
134-136 Flinders Lane, Melbourne 
Victoria, Australia. 

WM. KEMP, Mgr. and Sec’y. 


References—London Bank of Australia, 
Ltd., London and Mel rne. 

















The Evening Journal 


RECORD FOR 1903 


of growth in: 


SIZE FROM to to 14 pages. 

ADVERTISING of 24 per cent. 

CIRCULATION from 17,532 to 
18,407. 

THE ESTIMATION of its read- 
ers that it has grown in every 


quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation. 
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60 Carriers 
The Joliet Daily News 


employs sixty regular carriers 
—you cannot buy a copy on the 
street. They deliver 5,819 
papers to that many homes 


An Important Field. 


A field that is generally overlooked 
most advertisers is the vy 


FOREIGN LANGUAGE 
PUBLICATIONS, 


but reaping ri i es ae ventured into it are 
ners hold the rs published 

sameness eee eccond only to the 
Bible, and they read and re-read them and 





thoroughly believe in n what a) in their 
each evening. The mail car- py a ERE, UT 
riers on the rural routes and B.. -f a. and _ 
other mail take 940 more, <tos and lower asco then ean be obeained 
making a daily delivery to — — oa. ———— 


nslation the publishers of each 

r, or is done by some printer, a word 

6,759 Homes |\\ precise come poses cers 
which “a afford the readers more fun 

; - Ky ll bring the advertiser replies or 
Shrewd advertisers say this We publish the only complete 


purely home circulation of the ||] gf-Rerain Languneypanars in th United 
Jo.ieT NEws is worth more postage. 


— arenaty fo 8 fonne © readers ; while if suc’ 
le! 


ceipt of 4c. to cover 






































than an ordinary 10,000 cir- LEE 
culation. ADVERTISING 
H. E. BALDWIN, Adv. Mgr. News, AGENCY, 
Joliet, Mlinois. 7 ae 
POP ee ee) 











ADVERTISER 


DO NOT NEGLECT 
THE GREAT NORTHWEST 


and in so doing you cannot cover the field without using 


The St. Paul Globe 


The Only Democratic Daily in the Twin Cities. 


The great progress made by THE GLOBE during the past year 
proves it to be the live paper of the Northwest, 
Address 


THE GLOBE Co., ST. PAUL, MINN. 


M. F. KAIN, Business ge 








"FOREIGN REPRESENTA TIVES 
Cuas. H. Eppy W. B. Lerrincwet & Sons 
to Spruce St., New York City 405 Schiller Bldg., Chicago, Ill. 
Tel. 2971 John Tel. Central 3808 
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THE PROSPEROUS NEWSPAPER. 
514 Tribune Building, 
Cuicaco, Sept. 11,1903. 

Editor of Printers’ INK: ? 

The editor of a daily newspaper in 
a fairly large city wrote me some months 
ago for suggestions as to how he would 
increase the prestige of his publication, 
and at the same bring to_ it a greater 
measure of prosperity. Seemingly he 
had come to a standstill, and had 
about gotten into the rut so fatal to 
journalistic enterprises, for if you don’t 
advance make up your mind you are 
retrograding. I summarized my own 
experiences and _obseryations, an 
wrote him in detail, prefacing the let- 
ter with the words: “Use common 
sense.” I saw him but a_few days 
ago, and he says “Common Sense’’ has 
won. 

In the case cited, it was suggested 
that the paper create for itself and 
maintain a spirit of local pride in the 
city—not the fulsome, disgusting, boast- 
ful kind, but a sane, dignified pride in 
the city, its people, its advantages and 
its opportunities and its institutions. 

This was accepted as a good idea, but 
the carrying out of the suggestion was 
difficult. Not a man on the staff had 
any training or education for such 
work. All could describe a session of 
the police court, an execution, a robbery 
or an elopement, but when it came to 
presenting the city in an exalted, en- 
thusiastic way, no one seemed to have 
the capacity for interesting observation. 


A young man whose mind was_ not 
warped long serving on the local 
staff eventually found the way, and the 


paper’s influence grew and its prestige 
increased, for people soon saw it was 
touching upon vital themes. From ob- 
scure corners of back pages his copy 
found place among the important local 
news in the most conspicuous forms. 

The next thing was to interest the 
wage workers. hree-fifths of the pop- 
ulation of the city were railroaders, car 
builders, ship carpenters, machinists, 
morocco dressers, carriage builders, la- 
borers, etc., but not one line in the pa- 
per—although it had a labor editor— 
told them anything that was beneficial 
or useful. There was no news of the 
condition of their business outside the 
city, no mention of any of their pro- 
ducts; no anything except a city’s gossip, 
crimes, etc., that interested them, ex- 
cept now and then an Associated Press 
dispatch. Special attention was given 
to this field and the circulation grew 
rapidly in sections where wage work- 
ers lived. 

Theree were numerous merchants and 
business men who did not advertise, and 
they were as completely ignored by the 
gee as if they lived in another world. 

t was suggested that anything worthy 

of newspaper notice, in the way of a 
display of goods unusually attractive, 
the artistic decoration of a window or 
a_holiday exhibit of merit, should be 

ven a notice—not a half-hearted, per- 
unctory kind—but one with snap and 
enthusiasm written in the type. Within 
six weeks, more than sixty per cent 
of the non-advertising merchants had 
become converted and used the paper 
generously. This contributed to in- 
crease the general volume of business 
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and the prosperity of the town, for I 
hold that advertising suggests or cre- 
ates wants. By its notices—not to 
mention the friendly spirit that is 
aroused by a recognition of effort— 
the merchants were soon brought to an 
appreciation of the value of advertising, 
and once convinced of its value, kept it 
up, and they also soon discovered to 
their friends that the — was very 
public spirited and reliable, and pos- 
sessed of many virtues. 

There seems to be an unwritten law 
in the business office of every news- 
paper that a merchant who does not ad- 
vertise in that particular paper is an 
object of loathing, and his name is 
consequently unfit to print in connec- 
tion with his business. But how many 
newspapers have been swamped by bus- 
iness managers who knew business propo- 
sitions, but were without gumption or 
knowledge of human nature? 

It was also suggested to this inquir- 
ing editor that he depart a little from 
the craze for women’s pages and chil- 
dren’s sections, and add a feature that 
would interest the middle-aged man or 
elderly persons. How could he do it? 
Easily! Have a column or so daily in 
which is recalled events of the past and 
the people connected with them. This 
is vastly interesting and is not difficult 
to maintain in an interesting way. If 
properly and carefully done—in a chat- 
ty, snappy vein—it will be one of the 
most read features of a daily journal. 
There is some one in every community 
who is capable and would delight in the 





work, and it is a profitable investment 
from every point of view. People are 
wearying of news, news, news, and 


want variety, and the omission of much 
crime that finds its way conspicuously 
into print. 
In my own work I have written u 
local items from the advertising col- 
umns of rival local pers. These in 
the main were of public sales of house- 
hold goods, art works, horses, etc., 
things which I believed my _ readers 
would be interested in, and if was not 
mistaken. The people wanted the in- 
formation, and loobad for it in the 
paper I served; consequently this _be- 
came known, and within a few months 
there was not a public vendue nor an 
art sale that did not place a detailed an- 
nouncement in our advertising columns. 

And so we might go on at any length. 
But the thing to remember, and the 
kernel of the whole thing, is to use 
common sense in conducting a paper, 
and do not do anything for the reason 
that other papers have always done it, 
and do not refrain from doing anything 
you think fair and sensible because you 
fear people may think it bad business 
or foolish. Yours truly, 

J. Barton CHEYNEY. 


—_+or —___ 


“WORKS _ IN MYSTERIOUS WAYS 
ITS WONDERS TO PERFORM.” 


Many an advertisement which appar- 
ent! oes not sell a dollar’s worth of 
goods may do many a dollar’s worth 
of good, for it brings the customers 
nearer and nearer to the establishment, 
and the next advertisement may bring 
them in. “The last stroke makes the 
horseshoe ;” the others were merely pre- 


paratory.— Benjamin Wood, 
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Largest Circulations. 











ICAN NEWSPAPER DIRECTORY FOR 1#3 
REVEALS THE FACTS STATED BELOW. 


Note.—Under this heading PRINTERS’ INK will 
advertise a three-line paragraph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stam n yment to accompany the 
order - or will continue it once a week for three 
months (thirteen weeks) for $7.80, from whicn 5 
per cent may be deducted for cash with order. 


CALIFORNIA. 
The Daily Examiner has a higher circulation 


rating than is accorded to any other paper in 
San Francisco or in the State of California. 


The Weekly Exam iner has a higher circulation 
rating than is accorded to any other weekly in 
San Francisco or in the State of California. 


CONNECTICUT. 
The Evening Post has a higher circulation 


rating than is accorded to any other prper in 
Bridgeport. 


DISTRICT OF COLUMBIA. 

The Home Magazine has a higher circulation 
rating than is accorded to any other publi- 
cation issued in Washington, or in the District 
of Columbia. 


The National Tribune has the highest circula- 
tion rating accorded any wetkly in the District 
of Columbia. 

GEORGIA. 

The Atlanta Journal has the highest daily 

circulation rating south of Baltimore, St. Louis. 


The Daily Herald has a higher circulation 
rating than is accorded to any other paper in 
Augusta, 


ILLINOIS. 

The Champaign Co. News has a higher circu- 
lation rating than is accorded to any other 
paper in Champaign. 

INDIANA. 

The Bulletin has a higher circulation rating 

than is accorded to any other paper in Anderson. 


The Commercial has a higher circulation rat 
ing than is accorded to any ether weekly in 
Vincennes. 





MASSACHUSETTS. 

The Daily Transcript has a higher circulation 
rating than is accorded to any other paper in 
North Adams. 

NEW JERSEY. 

The Advertiser’s Guide, Newmarket, is one of 
the coy seven advertising publications that has 
credit for 5,000 copies. Sample free. 

NEW YORK. 

The Evening Herald has a higher circulation 
—S is accorded to any other paper in 
Bing! ton. 

The Sunday Courier has a higher circulation 
rating than is accorded to any other Sunday 
paper in Buffalo. 

The Evening Star has yy circulation rat- 


ing than is accorded any other daily in 
Elmira. 


The Daily News has a higher circulation rating 
than is accorded to any other paper in Ithaca. 

The News has a circulation rati 
higher than is accorded to any 
Newburgh. 


four times 
er paper in 
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The Schenectady Gazette has a higher ciy. 
culation rating than is accorded to any other 
paper in Schenectady. 
NORTH CARULINA. 
The Daily Observer has a higher circulation 
Fens aan is accorded to any other paper in 
Charlotte or daily in the State of North Carolina, 
OHLO. 
The Herald has a higher circulation rating 
is accorded to any other paper in Eaton, 
The Daily Vindicator has a higher circulation 
rating than is accorded to any other paper in 
Youngstown. 
PENNSYLVANIA. 


The Leader has a higher circulation rating 
than is accorded to any other paperin Allentown. 


The Local News hasa higher circulation rating 
than is accorded toany other paper in West 
Chester. 

TENNESSEE. 

The Commercial-Appeal has a higher circu 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 

The Weekly Commercial-Appeal has a higher 
circulation rating than is accorded to any other 
paper in Memphis or in the State of Tennesse 

TEXAS. 

Tn the latest issue of the American Newspaper 
Directory the circulations of the two daily pa- 
pers of £1 Paso, Texas, are rated. No one doubts 
the accuracy of the Herald rating. but it has re- 
cently been made apparent that the Times rating 
is fraudulent. —PRINTERS’ INK, July 22, 1903. 

The Tribune has a higher circulation rating 
than is accorded to any other paper in Galveston. 

The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 

WASHINGTON. 

The Sunday Ledger a» d the Weekly Ledger have 
higher circulation ratings than are accorded to 
any other papers in Tacoma. 

WES? VIRGINIA. 

The Mail has a h'gher circulation rating than 

is accorded to any other daily in Charleston 
MANITOBA. 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to all the other daily papers 
combined, and the Weekly Free Press has a 
higher circulation than is accorded to any other 
weekly. 

NOVA SCOTIA, 

The Weekly News, Truro, Nova Scotia, has a 
higher circulation rating than is accorded to 
any other paper in Nova Scotia. 

ONTARIO. 

The Daily Free Press has a higher circulation 
rating than is accorded to uny other paper in 
London. 


QUEBEC. 

The Family Herald and Weekly Star has a 
higher cireulation rating than is accorded to 
any other paper in Montreal. 
or 

CrviLity costs nothing, but the with- 
holding of it costs many a man a good 
customer.—Jed Scarboro, 

el 

DISCRIMINATING readers knew what 
the editor meant when he said in a re- 
cent issue of the Minneapolis Messenger: 
“There i$ a little matter to which the 
Me$$enger begs to call the attention of 
$ome of it$ $ub$criber$. We really hate 
to $peak of it, but $ome have $eemingly 
allowed it to $lip their mind$. To u$ 
thi$ i$ a very important i$$ue; in fact 
it’$ nece$$ary in our bu$ine$$. We 
won’t $peak further on the $ubject. 
Perhap$ you have already gue$$ed the 
drift of our remark.” 











The Largest Circulation 
in Toledo, Ohio. 


A list recently published in Printers’ INK, under the 
heading, “ Largest Circulations in the North Central States,” 
was absurdly in error in conveying the impression that that dis- 
tinction in Toledo belongs to another newspaper than 


The Toledo Times 
and News-Bee 


The circulation of these papers is one proposition, and is 
sold to advertisers only as such. They are not rated in Rowell’s 
1903 Directory for the reason that only statements for a whole 
year are considered, and the consolidation of THE ToLepo 
Times AND News and THE ToLepo BEE did not occur until in 
June. THE TIMES AND News, however, should have been cred- 
ited with a larger circulation than any other paper in Toledo. 
With the consolidation, THe Times and News-Bee are so far in 
the lead that an attempt to exploit any other paper as being the 
leader is ridiculous. 


For June, July and August 


COMBINED AVERAGE 
CIRCULATION 40,520 
DAILY 


Sworn Detailed Statement Furnished on Application. 


THE TOLEDO NEWSPAPER COMPANY, 
PUBLISHERS, TOLEDO, OHIO. 
Members of The Scripps-McRae League, and Foreign Advertising in 
charge of Representatives of that Organization. 


NEW YORK: CHICAGO: 
D. J. RANDA L, 53 Tribune Bldg. 1. S. WALLIS, 106 Hartford Bidg. 
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TORONTO NOTES. 
Tue Blue Ribbon Tea Company are 


trying out an advertising plan in west- 
ern Ontario with splendid success. The 
tea situation at the present time in 


Canada is bad. Each grocer is putting 
up his own brand of tea and cutting the 
price to pretty nearly bed rock. At 
twenty-five cents the pound, there is no 
money in packet teas, either for the 
grocer or the packer. 

The Blue Ribbon Tea Company put 
out a forty-cent grade of tea, at which 
price there is money for them and the 
dealer, and are advertising its merits. 
They are showing the process of culti- 
vation and curing. They describe all 
this and trace the tea from their estates 
in Ceylon to the consumer’s table. It is 
one of the most remarkable campaigns 
put out in Canada, and is creating good 
sound business. 

7 - * 

Tue Grandas Cigar people are put- 
ting out a campaign that is remarkable 
for its sterility of ideas. They have 
swiped the heavy black border of the 
Burlington Route publicity and then 
rail against imitation. They are also 
making the Spaniard the National Cash 
Register made use of to quote “Man- 
ana’ (to-morrow), to indicate the evils 
of credit business, work overtime. The 
National Cash Register people had the 
Spaniard saying ‘““Manana” (to-morrow). 


The Grandas Cigar’s advertising man 
took a little think and decided the 
Don’s name must be Manana. Accord- 


ingly, you are instructed in each ad to 
see that Manana, the Spaniard, is on 
each box. 

* * 

Tue Gurney Foundry Company, Ltd., 
proprietors of Gurney Imperial Oxford 
stoves, furnaces, hot-water heaters, etc., 
have put out an ——, fine adver- 
tising campaign. Several illustrations 
show the way our grandsires cooked, 
and the primeval efforts of the red 
men—an entire departure in stove adver- 
tising—one that possesses all the charm 
and spontaneity of originality. This is 
by long odds the best stove publicity in 
Canada. 

* . * 

Wuat’s_ the matter 
Where is Jim Dumps? And where are 
the sales of yesterday? When Force 
took advantage of the educational work 
that had been done by Grape Nuts, and 
splashed big copy, the sales were big in 
Canada. 

Apparently, the psychologic situation 
has been worked for all it was worth, 
and the value of such work as Sunny 
Jim shown up, because Force is not so 
popular in Canada as it was at one 
time. 

There is, apparently, a_ revulsion 
against the breakfast food fads, and to- 
day it looks as if the people were swing- 
ing back to their old love—oats. n 
Canada the Tillson Oats people made 
use of this feature in their last sea- 
son’s campaign, and “A food, not a fad” 
was the slogan of one of the cleverest 
campaigns ever put out this side of the 
Great es. 


with Force? 


* * 

THE new business manager of the 
Globe is Mr. John cKay, of the 
Woodstock Sentinel-Review. Mr. McKay 
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has obtained one of the premier newspa- 
per positions in this country, and he is 
decidedly the right man in the right 
lace. A long newspaper experience, 

th in Toronto and Montreal, in which 
latter place he was secretary-treasurer of 
the Herald, has made him an extremely 
valuable man. | 


* 

ALF. Woop, one of the best known 
men in Canadian advertising circles, has 
bought an interest in the Ottawa Free 
Press. 


_ 


* 7 


* 
Tue Semi-Ready Street Car card has 
just about hit the nail on the head. 

t contains a wash-drawing of a coat 
with the basting stitches showing—the 
text being: “About half the tailor’s 
price for same quality and workman- 
ship,” and then is attached a good-sized 
sample of cloth in the fifteen-dollar 
suits. This card is a good sample of a 
trade getter. 

* * 

Mr. Sursy, for many years business 
manager of the Brantford Expositor, has 
been called to Montreal. The Star has 
obtained his valued services. 

* + * 


Tue Dominion Exposition, the perma- 
nent industrial exhibition of Canada, 
brings a lot of people to Toronto. On 
Labor Day the street railway people col- 
lected 388,000 fares—a very fair clien- 
tele for street car advertising. Not bad 
for a little town of two hundred and 
twenty-five thousand. 


esa 53-7 ee 
ADVERTISING VALUE OF THE 
DELIVERY WAGON. 

The delivery wagon is the public 
representative of a retail business. It 
is continually in the public eye, travers- 
ing all streets, going into all sorts of 
neighborhoods and stopping at all sorts 
of houses. It behooves a_ high-class 
business house, therefore, to see that 
it is creditably represented by its ve- 
hicles. It is not enougn that they 
should be serviceable—they ought also 
to be handsome and elegant and cor- 
rectly represent the spirit that animates 
the store. 

No one likes to have a shabby deliv- 
ery wagon stop in front of the door. 
Other things being equat, a lady will 
patronize, every time, the house which 
she knows will deliver her purchase to 
her in style. A fine delivery wagon 
is the best sort of advertisement. It 
is noticed and commented upon in the 
street. The inference, naturally, is 
that if the wagons are turned out in 
such excellent style the house itself 
must be first-class. When one considers 
the amount of money that is spent on 
all kinds of ephemeral advertising 
it would seem as though a reasonable 
sum ought to be appropriated for these 
traveling advertisements. Fine deliv- 
ery wagons are, after all, just as 
cheap in the long run, for they last 
longer and cost less for repairs.— 
Eauipoge, Studebaker Bros. Co., New 

ork. 


—_———- > 
An advertiser ought to put only such 
claims in his ad as he would make per- 
sonally, face to face, to the most particu- 
lar customer that comes to his store.— 
Jed Scarboro. 
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KNOWN CIRCULATION 


AND THE 


“OPEN BOOK” 


REPRESENT THE ADVERTISING POLICY OF THE NEW 
MANAGEMENT OF 


The 
Boston 
Traveler 


Sworn average daily circulation for the 

first six months of 1903—76,496 copies. 

Largest known evening circulation in 
New England. 


IN THE FOREIGN FIELD THE TRAVELER WILL BE 


REPRESENTED HEREAFTER BY 


SMITH & THOMPSON 


Tribune Building Potter Building 
Chicago New York 
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Did You Know 


HAT the circulation of the NasHvitte DaiLy News 
was examined recently by the Association of 
American Advertisers ? 





— the Association of American Advertisers issued 
a certificate to the Daity News showing a daily 
average of 19,053 for the past six months? 

HAT the circulation of the two other Nashville 
daily papers was examined at the same time that 
the Daity News’ was P 

THT the Daity News is. the only paper in Nashville 
that has published its certificate, the two others 
declining to do so? 

HAT the Daity News has the largest and most sub- 
stantial circulation of any daily newspaper in 
Middle Tennessee ? 

HAT the DaiLy News’ short-time advertising rates 
will justify you in trying out any proposition in 
this territory ? 

_ the Daity News carries more local advertising, 
month in and month out, than either of its com- 
petitors ? 


lf you don't, they are FACTS WORTH KNOWING. 


DAILY NEWS 


NASHVILLE, TENN, 
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“Live Long and Prosper’ 


Canpor, N. Y., Sept. 9, 1903. 
Printers Ink Jonson. New York, N.Y.: 

Dear Sitr—Inclosed find two dollars ($2.00). for which send 
one-half pound of Fine Job Black, one pound of Blue Black 
(medium), one-half pound of Quick Drying Black—suitable for 
printing on enameled leather, and one that will dry very hard. 
At present we are doing a large amount of work on leather, and 
the man for whom we do the work, wishing the jobs produced 
right, sent samples of the leather, with an order for ink, to the 
Jaenecke Ink Co., with instructions to make an ink suitable for 
the work, Results: A job printed Thursday afternoon is not 
yet sufficiently dry to handle to-day (the following Wednesday). 
Being pressed with work, we this morning put in a job with 
your Medium Blue Black as an experiment. Results: Job 
plenty dry enough to ship to-night. Have used your inks for 
several years and have been able to make but one ‘‘kick,” which 
was promptly remedied. Your inks and your methods are right, 
and with old “‘ Rip” we will say, ‘‘ May ye live long and 
prosper.’ Yours respectfully, Witt L. Beene, 











My news arid job inks seem to give universal satis- 
faction, as almost every order contains some sort of a 
testimonial. The summer months are very trying on 
inks and rollers, and although I filled 2,609 orders 
during June, July and August, my complaints were 
only three, where the money was refunded, amounting 
in all to $1.05. There is no ink house in the world 
that can equal my showing, and if I employed travel- 
ing salesmen my record of returns would be much 
larger. Whena printer finds fault with my goods I 
don’t accuse him of not knowing his business, as I 
realize that we all have our likes and dislikes. ‘ 

I simply request the return of the goods, refund 
his money and reimburse him for all transportation 
charges. This relieves the purchaser from all respon- 
sibility, he only trusting me with the money in advance. 

Send for my new book, containing valuable infor- 
mation for the press-room. 








ADDRESS: 


PRINTERS INK JONSON, 
17 SPRUCE ST., NEW YORK. 


47 











PRINTERS’ INK. 


48 
: | ope 
ree Dozen Dailies: 

[ea oo eens of q.. jmprove thle Nat A increasing the number of papers ls equa 
NEW YORK HERALD—(Morning and Sunday) _ 

TIMES—(Morning and Sunday) a 

WORLD—(Morning, Evening and Sunday) 
BROOKLYN EAGLE—(Evening and Sunday) = 
ROCHESTER DEM. & CHRONICLE—(Morning and Sunday) 9 
BUFFALO NEWS—(Evening and Sunday) 4 
NEWARK NEWS—(Evening and Sunday) a 
PHILADELPHIA RECORD—(Morning and Sunday) 3 

BULLETIN—(Evening) 

HARTFORD TIMES—(Evening) 
BOSTON GLOBE—(Morning, Tooling: and Sunday) 
TRANSCRIPT_(Evening) 

BALTIMORE NEWS—(Evening) 

WASHINGTON STAR—(Evening) 

ATLANTA JOURNAL—(Evening and Sunday) 

MEMPHIS COMMERCIAL APPEAL—(Morning and Sunday) 

NASHVILLE BANNER—(Evening) 

CINCINNATI TIMES-STAR—(Evening) 

CLEVELAND PRESS—(Evening) 

PITTSBURG PRESS—(Evening and Sunday) 

DETROIT TRIBUNE—(M’ng except S’y); NEWS—(Ev’ning) 

CHICAGO NEWS—(Evening) 
RECORD-HERALD—(Morning and Sunday) 
TRIBUNE—(Morning and Sunday) 

ST. PAUL DISPATCH—(Evening) 

MINNEAPOLIS TRIBUNE—(Morning, Evening and Sunday) 

PORTLAND CREGONIAN—(Morning and Sunday) 

SEATTLE TIMES—(Evening and Sunday) 

SAN FRANCISCO EXAMINER—(Morning and Sunday) 

CALL—(Morning and Sunday) 

LOS ANGELES TIMES—(Morning‘and Sunday) 

KANSAS CITY STAR—(Evening and Sunday morning) 

INDIANAPOLIS NEWS—(Evening) 

ST. LOUIS GLOBE-DEMOCRAT—(Morning and Sunday) 

LOUISVILLE COURIER-JOURNAL—(Morning and Sunday) 

DENVER POST—(Evening and Sunday) 


GEO. P. ROWELL & CO., Advertising Agents, recommend advertisers to use 
the daily papers and believe the list named above is as good a selection, so far as * 
it goes, as can be made. , ; 

To illustrate the cost it may be stated that a twenty-four word “ Want.” ad- 
vertisement inserted five times in all the papers catalogued above would cost. 
something more than $50. An ordinary 10-line advertisement, for a single inser- 
tion, would also cost something more than the sum named, even if continued 
every day forayear. A ce of three inches single column, in this small list of 
papers, would cost fully $50,000 for one year’s insertion. This goes to show that 
advertising is — cheap ; still old advertisers know that the best papers are the 
cheapest r all. 
ot » ab Ang ol = & CO. are giai to quote rates gua. seotive and forwasd 

vert ts for the papers named above and for al] leading news rs @ 
magazines. OrFices, No. 10 SPRUCE ST., NEW YORK. 








